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Revistered at G.P.O. a8 a newspaper 


| Advertiser's 


NEWSPRINT FREEDOM SOON ? 


Weekly 


EF ORGAN OF BRITISH ADVERTISING 


HARRIS 


Well, no - I can’t say that I read it—I certainly look through the ads. . . . 
Why do you ask ? 


I think you'll be agreeably surprised if you read some of the really 
first-rate stories in it! I’m reading the Commando Serial which 
started recently and I see that there’s another fine novel beginning next 
week followed by Group Captain Bader’s life-story on March 27—it’s 
all this good stuff being serialised which is breaking new ground and 
taking JOHN BULL up and up. 


{ 


Yes, it must have something to do \" 
with it. The last A.B.C. figure | 
certainly was a big jump and I believe ¢ 
the current sales are miles ahead of 


that... . 


Well, there’s nothing like following 
success, and the rates are still the 
lowest of all general weeklies. 


KAMLISH, ADVERTISEMENT DIRECTOR, ODHAM PRESS LTD., 96-98, LONG ACRE, LONDON, w.c 
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How Grantham’s of 
Reading started 


Sin,—In your issue dated 
February 4 reference was made 
to the diamond jubilee of 
Grantham's of Reading. 

The business was founded by 
Bates Hendy of London, and a 
branch, now known as Grin- 
tham’s Advertising Agency, 9/11 
Valley Street, Reading, was 
opened by them about 60 years 
ago, with my late father, A. H. 
Grantham, as manager, Some 

ears later my father bought the 
usiness here and was the sole 
proprietor until he died in 1940. 
P. A. GRANTHAM. 
45 Talfourd Avenue, 
Reading. 


To The Editor... 


‘Whole machinery of outdoor ad 


control needs 


Sin,—Having dealt with a large 
number of applications and 
appeals since the passing of the 
Town and Country Planning Act, 
(Control of Advertisements) 
Regulations, I would certainly 
say that it would § appear 
that the machinery is not being 
administered in the spirit in 
which it was intended. 

When these regulations were 
first introduced, | was of the 
opinion that there were pos- 
sibilities of easing the position in 
— to outdoor advertising, by 
substituting one overall control 
in place of the various by-laws 
and local enactments which pre- 
viously operated, but it would 
appear that, instead of easing, the 
situation has worsened, 

Many local authorities appear 
to have a set policy in regard to 
outdoor advertising, and are re- 
fusing applications in areas 
which should reasonably be per- 
mitted, and indeed, encouraged, 
for advertising, or they are im- 

»sing conditions that sites be 
aid out as landscape gardens, 
without regard to questions of 
maintenance, which obviousl 
involves great expense, whic 


Sign men and 


Sin,—-I was very surprised by 
the sharp reaction of the 
Electrical Sign Manufacturers’ 
Association to the view of my 
Association that some coloured 
neon signs and coloured flood- 
— are dangerous to motorists 
when they are sited near traffic 
signals. a the E.S.M.A. 
want oof of this, but what 
kind of proof would satisfy them 
they do not state. Most motorists 


THIS WEEK 
the BLF.—page 334 
NEXT WEEK 


Copytaster 
“Institutional advertising” 


can think of a number of cases, 
from their own experience, where 
coloured lights, badly sited, help 
to make driving more difficult. 

Road accidents are such a 
serious national problem that 
everybody should do everything 
possible to aid the cause of road 
safety. I would respect the 
E.S.M.A, more if instead of 
objecting so strongly to my 
Association's view on this point 


safety problems 


they expressed themselves as very 
willing to investigate any case 
brought to their notice. 

The heading of your article on 
this subject was: “Neon signs 
are Not dangerous to motorists.” 
Neon signs are certainly not 
dangerous in themselves; but they 
may be a potential cause of road 
accidents if they are erected 
where they can interfere with 
clear vision of traffic signals. 

Floodlighting is a most desir- 
able thing and can add greatly 
to the charm of our cities; but 
is it too much to ask that care 
should be taken to avoid dah- 

rous distraction to _ traffic? 

ith the present high level of 
road casualties, almost every 
other consideration must take 
second place to road safety. My 
Association has pledged itself to 
do all in its power to aid the 
cause of road safety and will 
continue to call attention to any 
visual factors that appear to be 
relevant. 

SAM BLACK. 

Director, Information Bureau, 
Association of Optical 
Practitioners, 


A good product gets the right audience in The Listener 


All Enquiries to Head of Advertisement Dept., B.B.C, Publications, Broadcasting House, Portland Place, London, W.1 


overhauling’ 


they expect the advertiser to bear. 
Should the applicant not agree 
to the said conditions, the in- 
ference is that the application 
will be refused on the grounds of 
amenity, public safety, or both. 

It is the earnest desire of all 
outdoor advertising concerns to 
make as much of their sites as 
possible, in order to improve the 
amenities, but, of course, there 
is a limit to the expense which 
may economically be undertaken. 
I have known sites which have 
been licensed by the local 
authorities, and at the expiration 
of the period for which the 
licence was granted, have been 
challenged, and application for 
retention refused on amenity 
grounds, notwithstanding that the 
conditions in the areas were 
exactly the same as they were 
when express consent was 
previously granted and the local 
authorities’ decision has been up- 
held by the Minister on appeal. 


Dismissed appeals 

There also appears to be a 
large percentage of appeals dis- 
missed by the Minister. which, I 
would have thought, should have 
been allowed. In many instances 
it would appear that appeals have 
been dismissed on grounds not 
consistent with the evidence 
given at the enquiries. We have 
time and again complained very 
bittesly to the Minister in regard 
to these cases, only to be in- 
formed that under regulation 20 
(6) of the Regulations, the 
Minister's decision on appeals is 
final. There was, therefore, no 
point in entering into further dis- 
cussion on the merits of the 
appeals. 

It would appear to me that the 
whole machinery requires over- 
hauling, and I would suggest that 
appeals should be heard by an 
independent Tribunal, and that 
decisions should be made known 
at the time of the enquiry, and 
the reasons given for dismissing 
or allowing the said appeals. By 
this method much time would be 
saved. The average time, from 
the making of the application to 
a local authority, until the 
Minister's decision is given on 


. the appeal, is at least six months, 


and in a good many cases, much 
longer. More important still, the 
applicant is often left with the 
feeling that his side of the case 
has not been fully considered and 


that he has not received justice. 


Fesruary 18, 1954 


Clubman 
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MEN READ 
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It is, of course, just as important 
that justice should be seen to be 
done, as that it should, in fact, 
be done. Alternatively, I would 
suggest that if the present system 
is retained, a right of appeal to 
the Courts should be instituted. 
J. DORRINGTON. 
General Manager, 
Solosigns Ltd. and Dominant 
Sites Ltd. 


Record entry for 
direct mail cups 


Entries so far received by the 
British Direct Mail Advertising 
Association for their annual cup 
awards already constitute a 
record, 

The contests are for: 

Chadwick Cup, for the best 
planned direct mail campaign 
submitted consisting of no fewer 
than three shots. (Holders: 
Remington Rand Ltd.) 

Samuel Jones and Howard 
Smith Cup, for the best single 
direct mail letter submitted. 
(Holders: British Overseas Air- 
ways Corporation.) 

Kirkland _ Bridge Silver 
Tankard, for the most original 
direct mail letter submitted. 
(Holders: Efficiency Magazine 
Ltd.) 

Block and Anderson Cup, for 
the best house journal submitted. 
(Holders: Abbott Laboratories 
‘Ltd.) 

In addition there is a special 
prize given personally by Mrs. 
Beatrice Warde (British Mono- 
type Corporation) for the best 
staff journal, and B.D.M.A.A. 
certificates of merit are also being 
offered. 

The competitions are open to 
members and non-members and 
the latest date for receipt of 
entries is February 28. 

Full details and entry forms 
may be obtained from the secre- 
tary, B.D.M.A.A., 53 Victoria 
Street, London, S.W.1. 


AVERAGE WEEKLY NET SALE 133,105 


amo. - . « = “ae “ 
i r Wy arr ee ee ee sa 
hag a 7 . 
is 7 se 
a eS ii — | 
‘ cs 2 a | 
X pe NR NMR em Pp ’ 
f 
' 
F i 
As : ie | 
7 | Po | 
i " 
z | ae 
. 3 ~e { 
Ls . J 
C i ——_____ 
: | 
£ - f 
3. 4 
F 4 
3 7 
a oa ' 
Pre \ 
& y 
ae it > ‘ 
fs 7 I 
* ie. os f 
oe ok Ree TETew es SS Bemeeewewe- 
4: a 
2”. 
* ’ : Po 
‘ - ene eee 3 
Y ’ 
= : } 
on 
oF ‘ ‘ 
ee SC q 
4 
mo 7 
= Ve , ‘ ene 2 . Ps : ; ; See 
i, % a i n> -s Se ESE a 9 a i fa = sae Ys bd is aa a, b = ee 
ee <i ae ee 0 la oe OF —_— ene 
See o> a ee on a a ig. ae SR i a a ClO “See ee hue 


FepRuary 18, 1954 317 


Brilliant... 
Arresting J. 
Durable... 
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THE POSTER COLOURS THAT GLOW! 
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Poster Artists, showcard designers, and other specialists 
will welcome these FLUORART Fluorescent Poster Colours 


which not only glow most attractively, but also offer a 


degree of brilliance that enables them to remain visually 
distinct from each other at six times the distance at which 
ordinary poster colours appear to merge and blur. Free- 
flowing, matt finish, waterproof. Wide range of fifteen 
colours packaged in glass pots : 1 fl. oz. 2/3d. ; 2 fl. oz. 3/9d. 


Free descriptive leaflet on request. 


FiLVORESCENT 
POSTER COLOUR 


Seermevree SF 


WINSOR 5 NEWTON & ~ i ¥% Perfect matching in reproduction is assured by the use of Fluorink Screen Colours 
3 manufactured by Photocolour Laboratories Ltd., Walham House, Fulham, S.W 6 
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WINSOR & NEWTON INC., 902 BROADWAY, NEW YORK 10 pe 


WINSOR & NEWTON (PTY.) LTD., 605 WINGELLO HOUSE, SYDNEY, N.S.W 
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He may not have time complete, accurate and well-informed 
to see your Representative the “ Financial Times” is essential to 
but he makes time to read Top Management. Put its advertising 
the “Financial Times” —a _ —_ columns to work for you and you can 
well-respected salesman that gets into —_—be assured of getting into thousands 
Top Management every day. Because of offices where important buying 


its reporting of business news is so decisions are made. 


* 


FINANCIAL TIMES 


cs reaches Top Management every day 


SIDNEY HENSCHEL, ADVERTISEMENT MANAGER, 72 COLEMAN ST., LONDON E.C.2 
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SMOKING AND CANCER: AD POLICY DECISIONS SOON 


After the Medical Research Council has met 
to-morrow (Friday) to consider the offer of 
£250,000 made by tobacco companies for further- 
ing research into lung cancer, policy decisions are 


expected on tobacco advertising. 


So far there is no positive move to follow the 
example of American manufacturers who are 
running full-page advertisements all over the 
United States challenging the view that a link has 
been established between cigarette smoking and 


lung cancer. 


But this campaign is being studied with interest. 


Few copy changes are likely at this stage, the 
tobacco companies having declared there is no 
proof that smoking is a cause of lung cancer, 


Makers of filter tip cigarettes are likely to be 
the first to produce new copy emphasising the 
health aspect of their product. 


Pipe tobaccos may be advertised more heavily, 


since the “risk presumption” in their case has 
been held to be less. 


Newsprint: Woolton may end 


statutory control | 


[_ORD Westen, Diinister of Materinis, is examining whether 
statutory control of newspapers can be brought to an end, 


Questions for the 
supply company 


leaving them to make their own arrangements for the distribu- coat Amory’s answer has been 


tion of the supplies of newsprint available. ven to 


Mr. D. Heathcoat Amory, 
Minister of State, Board of 
Trade, in stating this in 
House of Commons, said that, 
even if it were at present possible 
to permit a — increase - 
the imports o newsprint, © 
Minister of Materials’ inform- 
ation was that supplies sufficient 
to maintain a safe stock level and 
provide for any increase in 

esent reaper were un- 
ikely to be available this year. 

The question of bringing the 
Statutory control of newspapers 
to an end was a matter on which 
Lord Woolton had sought, but 
had not yet received, the con- 
sidered views of the represent- 
atives of the newspapers. 


*Pernicious’ 


Lt.-Col. M. Lipton said there 
would seem to an adequate 
supply of dollars to end the 
“onerous and pernicious restric- 
tion” on daily and Sunday news- 
papers. Mr. Heathcoat Amory 
replied that the Government were 
still aerate & keep a careful eye 

lance 


on the of payments 
position. 
He also pointed out that con- 


sumption of newsprint had risen 


fairly sharply in last year or 
two. 
To a suggestion that there were 


Canaga” the Minister replied § M.P., general manager, News- 
that his information was that 

there was not a considerable Minister has 
quantity of newsprint available 
anywhere for early delivery. 


Bringing Butler in 


Major Sir Guy Lloyd (Con- 
servative) will ask the ncellor 
of the Exchequer to-day (Thurs- 
day), “ if he is now in a position 
to allocate sufficient foreign ex- 
o“- to allow of the import 
of nadian newsprint to meet 
the proper needs of the news- 
paper industry.” 


concerned, the 
answer given by the Minister 
is, of course, correct, There 
is no possibility of obtaining 
substantial additional supplies 
of newsprint in the immediate 
future. We have to frame our 
icy with a view to obtain- 
the supplies we want, 
some time ahead. Delivery 
is a long-term business.” 


Planners showing 


more reason 


More reason and discretion is 
being shown by the planni 
authorities in the operation o 
the outdoor advertisement regula- 
tions, states George T. Mills, 
chairman and managing director 
of Mills & Rockleys Ltd., in his 
annual report. He comments: 
“More of them are realising that 
outdoor advertising is an im- 

rtant economic necessity in the 

usiness life of the country.” 

Commenting on the substantial 
progress that has been made by 
the company in the replacement 
of the older type of advertising 
structure by the Hellberg poster 
panels and public information 
panels, he continues: “The task 
of replacement is considerable 
and involves substantial capital 
and revenue expenditure over a 
number of years, but your board 
are fully satisfied that they are 
taking the right action to ersure 
that both the plant and service 
meet the more exacting require- 
ments of advertisers and at the 
same time be acceptable to the 
public. 

“We therefore decided to take 
the opportunity of the easier 
supply of materials to accelerate 
our programme of reconstruction 
to some extent.” 


Rodgers heads anti- 


litter committee 
John Rodgers, M.P. (a director 
of the J. alter Thom Co., 
Ltd.), has been appointed chairman 
of a committee to advise the 
Minister of Works on how to keep 
London's Royal Parks litter free. 


PUBLIC 


SERVICE 


—NOowW 250,000 


NATIONAL ADVERTISERS USE 
THE N.A.L.G.O. MAGAZINE 
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Roland Hill, a director of 8. 


picture U. to 7.) are F 
chairman, R. 
the “Eat More Turkey” 


Bourne, 


F cee 


Ye 
ir: i TURKE 
; 


FEDERATION 


: 


\Flten. 


Peacock (Liverpool) Ltd., addressing the 
British Turkey Federation on See at St. Annes-on-Sea. 
vice-chairman, 
Chalmers Watson and A. Johnson, ‘the sec retary. 


Also in the 
A, M. Melville, 


Plans for 


Col, 


campaign were discussed and the development of 


a Marketing Board was suggested at the meeting. 


Big campaign will launch 


fourth Hulton comic 


Hulton Press are to bring out 


their fourth comic paper, on 
Tuesday, March 16. Entitled 
Swift, it will be designed for 


children of both sexes between 
the ages of seven and ten, and 
is intended to fill the gap between 
Robin and the two senior papers 
Eagle and Girl. Its price will be 
4d. and it will carry one page 
of advertisements, on the outside 
back cover, 

Swift will be launched by a 
big publicity campaign in many 
media. Heavy press advertising 
is being placed by Hulton’'s 
agents, the J. Walter Thompson 
Co., Ltd., in national and pro- 
vincial papers, trade magazines, 
and the Hulton journals, Picture 


Post, Farmers’ Weekly, Eagle, 
Girl, and Robin. A fleet of 
“Swift cars,” each surmounted b 


a model of three of the birds 
from which the new comic takes 
its name, will distribute free, 
hundreds of thousands of tokens 
which children can take to their 
a in exchange for any 
one of the first four issues. The 
newsagents will pay the tokens 
to their wholesalers just as if they 
were money. Each token is 
worth 4d, to retailer and whole- 
saler. Each of these four issues 
will be on a sale or return basis. 


Direct mail to teachers 


In addition, the Rev. Marcus 
Morris, who will edit Swift along 
with Hulton’s three other comics, 
is direct-mailing 20,000 teachers, 
clergy and various organisations. 
Extensive point-of-sale publicity 
includes coloured contents bills, 
window bills, banners, showcards, 
and a quarter of a_ million 
leaflets. Trade press advertising 
has already begun. 

At a reception on Monday to 
announce the new publication, it 
was stated that neither the print 
order nor the advertisement rate 
had yet been decided. Advertise- 
ment manager is George Brown, 
under the direction of George 


EXCITING HEW MAGAZINE FOR BOTS AND GIRLS 


Cooper, advertisement controller 
of Hulton Press. 

Swift will be a 16-page pro- 
duction, size 13 in. x 9 in., with 
four pages in full colour, and will 
be printed in photogravure by 
Eric Bemrose, Ltd., Liverpool. Its 
features will range from knights 
of old or cowboys to Moon Men 
and “How to Make it” articles. 
Archie Andrews, of radio fame, 
will appear each week in an 
“Educating Archie” feature. 

Mr. Morris said it was not 
expected that Swift would take 
much, if any, circulation from 
Eagle or Girl. 


BDMAA MEMBERS 


New members of the British 
Direct Mail Advertising Associa- 
tion include three advertising 
agencies —- Armstrong - Warden 
Ltd., Bottin Advertising Agency, 
and Taylors Advertising Service 
(Kenya)—and also: Franco- 
British Electrical Co., Ltd., Tack 
Air Conditioning, Pyrene Co., 
Ltd., Radiol Chemicals Lid., 
Columbus-Dixon Ltd., Bovril 
Ltd., Universal Direct Mail Ad- 
vertising Services Lid., and Pirie, 
Appleton & Co., Ltd. 
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Exhibition will show 
how advertising 


has helped Oxford 


Planned by members of the Ad- 
vertising Club of Oxford, to 
— the forthcoming cam- 

to promote greater 

public confidence in advertis- 

ng, is an exhibition to be 

held in Oxford Towa Halil, 
March 29-30. 

Central theme of the venture is 
the part played by advertising 
in the commercial ayy « 
ment of the city. Space has 
been allocated to a consider- 
able number of the 
organisations in Oxford, who 
will provide exhibits showing 
either their contribution to the 
advertising industry, or alter- 
natively, how advertising has 
helped them in marketing and 
selling problems. 

These exhibits will cover a wide 


field, including not only such 
activities as market research, 
poster advertising, and the ad- 
vertising campaigns of the big 
industrial units of Cowley; 
stands will also be allocated to 
the more “traditional” crafts 
which have been carried on in 
the city—such as a collection 
of fine printi by Oxford's 
many master printers. 

Exhibits of members’ work will 
be divided into seven sections, 
covering practically every type 
of commercial publicity, pub- 
lishing and  printing—from 

large scale advertising cam- 

paigns to the design of busi- 
ness stationery and window 


press officer for the 
exhibition is Gavin Starey. 


4 toooe 


Pig breeders t urge 
more publicity for | 
|  Britishbacon } 


A large-scale advertising 
campaign to boost British 
bacon is being advocated by} 
pig breeders. 

T. H. Jefferson, secretary,? 
¢told members at the annual 
{meeting of the Crewe 
(Cheshire) Association of 
Pedigree Pig Breeders: “We} 
,allow foreigners to take our, 
markets with their marketing 
and advertising. The weak} 
spot of the Pig Marketing 
Board is their failure to 
appoint a first-class advertising 
and selling agency. We must 
educate the housewife to ask} 
for British bacon and insist 
4o0n getting it.” 


‘Good Eating’ 
a new monthly 


A new magazine “for and 
about good food” is to appear in 
July. entitled Good Eating, it 
will be published by Sidney J. 
Mate, Ltd., Westbourne, Bourne- 
mouth (London office: Publish- 
ing & Distributing Co., Ltd.), 
price Is. 6d. 

Its regular features will include 
articles on entertaining at home, 
overseas foods, many recipes, 
wines of the month, and recom- 
mended restaurants. 

Advertisement rate is £40 per 
page, £30 to hotels and res- 
taurants; agency discount: 15 per 
cent. There will be a four- 
colour front cover, and four- 
colour advertisements on the in- 
side front cover and inside and 
outside back cover. 

H. R. Vaughan, managing 
director of Publishing & Distrib- 
uting Co., Ltd., is advertisement 
manager. 


Syndicate buying 


Kemsley shares 


Following reports that Michael 
Jay—who recently bid for A. 
Isle of Man Steam Packet— 
buying Kemsley shares, the Tol. 
lowing statement was issued by 
the Hon. Lionel Berry, deputy 
chairman of Kemsley News- 
papers, Ltd. : 

“Lord Kemsley and his family 
have not sold a single share to 
Michael Jay, or anyone else, nor 
do they intend to part with any 
of their present holding. 

“The directors are not aware 
of any discussions or negotia- 
tions with any person about the 
disposal of any newspaper or 
property of the company. 


Long-term investment 


Michael Jay, a Lloyd’s under- 
writer, has denied that he is 
attempting a “take-over bid.” 

Mr. Jay, who represents a 
syndicate, said that the group had 
already bought about £1,250,000 
of stock in Kemsley Newspapers. 

“We have £4,500,000 available 
in cash to buy more,” he added. 
“I have been buying purely as 
an investment .. . and I do not 
consider this as a ‘take-over bid.’ 
It is a long-term investment.” 


PACKING CASE 
FOLDS TO 2 INS. 


A collapsible packing case 
which only occupies about 2 in. 
of space when folded was 
demonstrated in Manchester last 


week by M. Samuel, managing 
director f Foldaway Ltd. Made 
from waterproof vulcanised 
fibre, the case is designed to 


solve the problem of storage 
space for empty containers and 
give rigid protection to goods 
in transit. 
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Death of C.D. Rant 


FORMER EDITOR OF 
*‘ADVERTISER’S WEEKLY’ 


With much regret we announce 
the death, early on Sunday morn- 
ing, of Charles Donald Rant until 
a few weeks ago editor of 
imme Weexiy. He was 


Mr. Rant joined the WEEKLY 
as news editor in 1945, and 
became associate editor two years 
later. In 1948 he succeeded 
Norman Bower as editor, retain- 
ing this position until a few 
weeks ago when he was promoted 
to take over new duties for 
Business Publications, Ltd., 
which were linked with special 
services for the readers of 
ADVERTISER'S WEEKLY. 


Work for the clubs 


A keen supporter of the adver- 
tising club movement, Mr. Rant 
was for the past two years a 
council member of the Publicity 
Club of London, chairman of its 
programme committee, and a 
member of its general purposes 
and development committee. He 
was also well known as a speaker 
at club functions and week-end 
courses in advertising throughout 
the country. 

After getting his early training 
in journalism on the Hastings 
Observer, Mr. Rant joined the 
Kent Messenger in 1929, and 
became assistant editor and 
manager of its Gravesend branch, 
1932-1945. For most of this 
period he was hon. secretary of 
the Gravesend Chamber of 
Trade. 

He leaves a widow, and two 
daughters by a former marriage. 

The funeral is to-day (Thurs- 
day) at Kingston Crematorium, 
11.15 a.m. 


‘QUIET, FORTHRIGHT, HE MIGHT HAVE 
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ADVERTISING AND THE BUDGET 


Tory MP suggests a poster tax 


COST MAY EXCEED LIKELY REVENUE 
WARNS BPAA’s PRESIDENT 


A tax on 


was suggested by W. M. F. Vane 


(Conservative) in the House of Commons last week. He 
asked the Economic Secretary to the Treasury, Reginald 
Maudling, if the Chancellor would follow the example of 
some foreign countries and arrange that advertising material 
displayed on hoardings would carry a revenue stamp. Mr. 
Maudling said he felt sure that the Chancellor would be 
interested in any suggestion for raising revenue. 


P. J. Noel-Baker (Labour) 
asked Mr. Maudling if he was 
aware that poster advertising had 
the most adverse effect both on 
road safety and on the tourist 
industry? Mr. Maudling did not 
reply. 

The subject was raised when 
Christopher Mayhew (Labour) 
asked if the Chancellor would 
take steps in the Budget “to 
lower the cost of living by dis- 
couraging excessive expenditure 
on advertising?” 

Did the Chancellor realise how 
much money was being spent on 
advertising in this country, he 
asked. Did he realise that this 
situation would get worse if 
commercial television came? 
Would he tell the House that the 
Government would start to pay 
attention to the public interest in 
these advertising questions? 

Mr. Maudling replied that he 
could not anticipate the Chan- 
cellor’s budget statement. 

He added: “I am_ well 
aware that statements of this 
kind are made but I am also 
aware that no evidence what- 
ever is furnished to support 
them.” 


BECOME A TRULY GREAT FIGURE’ 


When Mr. Rant’s death was 
announced at the Publicity Club 
of London's meeting on Monday, 
members stood in silent tribute. 

Wm. C. Thielé, chairman of the 
education committee of the Adver- 
tising Association, writes: Although 
others will have known Mr. Rant 
far more intimately than I, it was 
my privilege to have been associated 
with him in some of his expressions 
of thought and carefully considered 
statements. 

His loss is very real, for he was 
a man who knew what he wanted 
to say, and how to say it, and his 
quiet but forthright manner was an 
inspiration. Had he been spared, 
it 1s, I feel, no exaggeration to say 
that he might have become a truly 
great figure, in an unassuming but 
nevertheless effective way, in th 
advertising world which can ill 
afford to lose such men. 


A_ perfectionist 


E. Searle Austin, director, W. H. 
Gollings & Associates Ltd., writes: 
Don Rant was my colleague during 
some difficult years after the war. 
No man could have had a better. 
He was a determined perfectionist 
and a prodigious worker, but it 


was in conference that he shone 
brightest. To him one can apply 
Dr. Johnson's encomium: “Sir, he 


fairly put his mind to yours.” We 
shall miss his spare, spry figure. I 
shall miss a rare friendship. 


A colleague writes :— 

All who worked closely with 
“Don” Rant were impressed 
abidingly by his enthusiasm. This 
all-too-rare quality showed itself in 
many ways, each with the same end 
in view—the provision of an ever 

ter service to the advertising 
profession thro both the pages 
of ADVERTISER'S WEEKLY and 
through contacts with its readers. 
Whether writing 4 leading article or 
assembling the facts of a news 
story, arranging a “quiz” pro- 
gramme at a publicity club meeting 
or judging a window display, he 
concentrated on giving his 
He “lived” his journal, at home 
and in the office, in his leisure as 
well as in his worktime. 

As a colleague he was always 
reliable. What he undertook was 
done—and done to time. He was 
deservedly held in respect by all 
with whom he came in contact. To 
those who knew him best his death 


means a real loss. 


Nothing new says 


Sidney Brown 


The president of the British 
Poster Advertising Association, 
Ald. Sidney Brown of Mills and 
Rockleys Ltd., Leicester, told 
ADVERTISER'S WEEKLY: 

“There is nothing new in the 
suggestion of a tax on ters. 
It has been raised in Parliament 
on a number of occasions and 
has therefore probably been con- 
sidered by previous Chancellors. 

“Had it been considered a 
satisfactory means of raising 
revenue no doubt it would have 
been adopted. 

“In my opinion 
stamp duty were 


if such a 
enforced it 
would have 
very little 
effect on the 
amount of 
poster adver- 
tising. 


—_ 


ay cost 
of keeping 
the neces- 


sary records 
and the cost 
of collection 
and inspec- 
tion would 
be as much, 
if not more, 


Sidney Brown thanthe 
revenue tax.” 
Referring to the question by 


Mr. Noel-Baker, Mr. Brown 
said: “There is no evidence, and 
there is never likely to be any, 
to show that poster advertising 
has an adverse effect on either 
road safety or the tourist in- 
dustry. If full statistics were 
kept it would possibl ove 
exactly the opposite. r. Noel- 
Baker is well known in the 
industry for his views and the 
very fact that this question was 
not answered proves, in my 
opinion, that other people are 
also aware of his peculiarities.” 
* See “Comment” page 330 


‘More cautious 


now’ 

Advértising slogans are being 
changed and people are be- 
coming much more cautious as 
a result of the new Merchandise 
Marks Act, P, G. Langdon 


Davies, a barrister, told Croydon 
Chamber of Commerce. 


Advertising lamp 


Devised by Sir William Crawford 
& Partners Lid., to the order of 
K.L.M. Royal Dutch Airlines fa 
display on their agents’ counters 
or in their show windows, is this 
display lamp. 

Made of waxed paper over a wire 
frame, it shows a map of the 
world with the familiar K.L.M. 
device of red and white stripes 
surrounding the monogram, 

Two shadows showing the outlines 
of an aircraft revolve continuously 
on the map, symbolising the 
world-spanning activity of K.L.M, 
Airlines. They are moved around 
by a_ thermal mill, working 
oust the heat of a lamp. 

The wire framework of the lamp 
also serves as a stand. The lam 
= is manufactured by E.T. 
Ad, 


Shop windows 
at BIF 


The _ provision of shop 
windows, which proved so popu- 
lar among jewellery exhibitors at 
the B.LF., is to be extended to 
other sections of the Fair, both at 
Olympia and Earls Court. To 
begin with a total of 165 shop 
windows are being offered to 
potential exhibitors in the sec- 
tions devoted to textiles and 
clothing; paper, stationery and 
printing; and pottery and glass- 
ware. A few will be available 
also in the toys and games and 
the fancy goods sections, and a 
small number remain to be taken 
up in jewellery. 

Exhibitors will have the choice 
of two different kinds of shop 
windows, The — costing 
£27 10s., consists of a display 
window six feet wide, four feet 
high, and two feet deep, set in a 
wall nine feet high with a front- 
age of eight feet. The smaller 
type has a wall of the same 
dimensions, but the front of the 
glass measures four feet by three; 
the price is £25. The windows 
will be attractively lighted and 
finished, with the exhibitor's 
name and address painted above 
the glass panel. 
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 ~6F E Cook Cup presentation at Bristol: 
Berks & Bucks told of new town 


T= educational programme which won the F. E. Cook Cup 
for the Bristol and West Publicity Club was carried out at 
a cost of less than £10 to club funds. This fact was revealed by 


Roy Watson, 


chairman of 
Wolverhampton 


the 
Publicity Club, 


Inner dance at the club's first annual 
nner- Seated on the left is 

Maver, Ald, Mrs. A. A. 
Braybrook. 


Women's Club 


El Greco needed them 


One of the sallies of Sir Gerald 
Kelly, president of Royal 
Academy, in a talk to the Women’s 
Advertising Club of London on 
“Showing Pictures to the Public” 
was that if the club’s members had 
had t J of pees El Greco 
his wo not have been hid- 
den for so long. 

Sir Gerald was thanked by Miss 
Doris Richardson (Norman Kark 
Publications), who, referring to the 
Courier Art Exhibitions, spoke of 


the blic’s surprise at high 
standard achieved by advertising 
artists. 

Miss Mary Scott (Cecil D. Notley 
Advertising) seconded the votc. 


the chairman, W. F. P. Bishop, 


to Bristol’s Lord Mayor, 


Ald. Kenneth Brown, when he attended the club’s monthly 
meeting to make a formal presentation of the Cup to C. W. C. 
Farrow, who had been chairman of the educational committee 


during the period. 

It was also stated that the major 
portion of the programme had been 
drawn from the club’s own 
resources, most of the lectures 
a provided by members. 

esentation ceremony was 
followe by a talk by Charles 
homas, illustrator and writer on 
= Bristol Evening Post. He drew 
a vivid word picture of the history 
and activities of the Bristol Savages, 
a group of artists, gd and 
lovers of the arts which a <2 
ferred to describe as “a tri 
rather than a society. 

Club members inspected a 
ber of “Savage”’ painti 
of these, the work of 
was presented to the 
Charles Thomas. 


Berks and Bucks 


“It all started with a map and a 
boundary line’’—that is how A. L. 
Strachan, chief estates officer of the 
Bracknell Development oy ga 
tion, described the beginning of a 
enterprise which is creating a oy 
community where 25,000 people 
are to live. 

Mr. Strachan was odtresdns the 
monthly meeting of the Berks and 
Bucks Publicity Club. The new 


speaker, 
club by 


CONTRAST 
IN STYLES 


Two widely differing types f cethome displa - 4 of contemporary desi, 
ve 


exhibited to the A 
manager, 


rtising 


ub of Oxford 
Acme Showcard & Sign Co., Lid., spoke 


n E. Freeman-Keel, sales 
on the practical side 


of point of sale ‘advertising. 


New visual aid unit for lecturers 


Two types of point of sale media 
were combined to create a visual 
aid lecture unit when E. Freeman- 
Keel, sales manager, Acme Show- 
card & Sign Co., Ltd., addressed 
the Advertising Club of Oxford 
last night (Wednesday). 

Magnetised visual aids and a 
metal lecture board were used. 
The magnetised units were painted 
with fluorescent pigment, and im- 

was further increased 
finns inating the lecture board wi 
blacklight. By this means the 


perm, models or 
seen with the 


_* 

q ~ie said that next 
year’s estimate of advertising ex- 
penditure was £200 millions, and, 
at a conservative estimate 30 per 
cent of this would be spent on point 
of sale advertising. é 

“The man- =e treet . padi 
developing a y critica sense 
colour and desten” he said, “and 
if the retailer is py keep up 
with the times then too, must 

do the same.” 


Club News 


town of . Bracknell, now rapidly 
taking shape, is situated in the 
centre of the Club’s area and the 
speaker's talk gave members an 
opportunity of obtaining authorita- 
tive information on _ the 
problems involved in this venture, 
especially on how the influx of 
population will affect trade, com 
merce, industry and the structure 
of community life in region. 


Ireland 
Tourist publicity 


Niall Sheridan, general manager 
of Foégra Failte—the Irish National 
Tourist Publicity Burcau—told the 
Publicity Club of Ireland roblems © 
about “Tourist Publicity Problems. 

He described changes which 
been made in the forms of blicity 
used, and referred to io om 
siderably increased expenditure on on 
press advertising in Britain during 
the present year. 

The club will hold a dinner-dance 
at the Metr Dublin, on 
Monday, April 


London 


Beauty lecture 


When Miss Roma Smith, a 
“beautician” and a member of the 
Yardley lecturing panel for the 
home market, addressed the Pub- 
licity Club of London on * 
Beauty Business,” her talk was the 
type given to trade groups and re- 
tailers of Yardley products. 

She also demonstrated the art of 
make-up on a co-operative member 
of the a..dience. 

With Miss Smith was a Yardley 
liaison officer, who abo treated the 
club members as “guinea-pigs” for 
a talk on some of the ints 
regarding the advertising and dis- 
play tice-ups with cosmetics. 


Bournemouth 


Letter-box magic 


Speaker at a luncheon meeting 
of the Publicity Club of Bourne- 
mouth was J. W. W. Cassels, a 
direct mail advertisi consultant, 
who spoke on “The Magic of the 
Letter Box.” The function of 
direct mail, he said, is the use of 
the letter box to tell the right he peorte 
about the right goods, at the right 
time and in the right way. 


Soar 
Eight-week trek 


A 3,000 mile trek from Hong 
Kong to Rangoon which was com- 
foot only after eight weeks on 
oot, by road, rail and river junk 

the subj of a talk by 
y: a en — 
Glasgow Publicity 


C. W. C. Farrow (right) receives the 
F. E. Cook Cup from foe Send 
Mayor of Bristol 


FIRST spots aed 


Members of a Ay - - - 
ing Club will - Py A. 

rst anniversary n 
their Chesterfield Street. D Mayfair 
pans at their y~-* 

dance to-morrow (Friday). as will 
be held at the Shaftes ary a 
in Monmouth 4 et oy- 


ao 
ADVERTISING 


on “Footballing “Memories.” 

YounG NEWSPAPERMEN'’S ASSO- 
CIATION annual meeting, Whitefriars 
House (and Tuesday). 

February 23 
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not given | 


CHALLENGE CASE 


and the date it became effective. 
Mrs. Kathleen Ma 


against the Council’s o 
The advertisers were John 


auctioneers and estate 

alter Tibbits, also an 
auctioneer and estate agent in 
; and Rickwood Bill- 
posters Ltd., who have an office 
at Tunbridge Wells. 

Mr. J. Williams, who a red 
for Rickwoods, said a lenge 
notice had been served on Mrs. 
Blyth, who had applied for per- 
mission for the hoarding to stay. 

t was refused, “but Rick- 
woods do not know anythi 
about that,” said Mr. Williams. 

The Act provided that notice 
should be served on “any 
displaying ar advertisement.” 

% the Regulations a person 

isplaying an advertisement was 
Sede as a person who himself, 
or through his servant or agent, 
undertakes or maintains a dis- 
play, the owner and occupier of 

land and any person to 
~ £. goods, trade or other con- 
cern Sublicity is given. 

It was common ground, said 

Mr. Williams, that ae 

the enforcement notice issued 

by the Council was dated 

December 12, it was not posted 

until two days later. 

According to its wording it 
became effective in 28 days from 
the date on it. That did not 
give his clients the 28 days’ 
notice we: under the Act. 

Mr. S. Thomson appeared 
for ay other three appellants. 
He said Mrs. Blyth owned only 
the land, not the hoarding. The 
tenants were there by annual 
agreement from December 25 
and would require a year’s notice 
before she could lawfully ask 


the order was posted two days 
after the date on it, his clients 
had not had 28 days’ notice in 
— to lodge a possible appeal. 
a . Henderson, who 

red for Tonbridge Council, 
appear Council was not in a 


@ Continued on page 364 
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Removal order quashed: Full notice period 


‘PHOTOPLAY’ 
STAGE TRIPLE 
CELEBRATION 


100 100 film stars and sta 
tri celebration—for the jour- 
my 8 og for the 

jump in 
—_ 182,761 to ye =; tad tr 


Photographs taken at “Prayetg 
Hotel. 


‘ourth birthday party at the Savoy 


home eft to right: 
BR. chairman pie te 
Cc. L. Halle a director of Linias L1d., 


td. ak Siddons, Mrs. Hallas, 
Patmore, a director of the 


Sf wy Lad. and Co., ite 


2. P. Stobo, 


director of 8. Benson a “by: Ps Bart om, 4 é 


director of Tone Haddon a td, Mrs. Barton, Mis. Stobo, 
a director of 8. H. Benson Ltd. 


3. F. A. Nicholson, managi 
Lid.,’ Mrs. Nicholson, Mrs. 1 


and R 
director of T. B. Browne Lid. 


irector of Losec: Nicholson & Partners 


, joint managing 


Quiz shows national advertisers 


favour commercial TV 


Seventy per cent of national advertisers covered in a survey 
by the Popular Television Association said they were prepared 
to use television as an advertising medium. 


Twelve per cent agreed in 
principle but were not prepared 
to use it on the grounds of cost; 
6 pe ont. 

per cent were opposed 


oe . were received from firms 
manufacturing specialised pro- 
ducts who said they could ast 
be classified as national adver- 
tisers, and had no interest in 
television isi 

The Popular Television Associ- 
ation also looked into the ques- 
tion of facilities for commercial 
broadcasis. Opinions were sought 
from the chapters of 82 ca 
dials, and the rietors of 224 
ballrooms and 874 billiard hails. 

Fifty per cent of the cathedral 
chapters said they would be pre- 


posed to offer facilities for 

40 per cent were 
non-committal and 10 per cent 
were not in favour, Of the ball- 
rooms, 97.8 per cent were in 
favour, 22 per _ cent 
committal. Of the billiard 
98 per cent were in favour 
2 per cent non-committal. 


£3,500 competition 


by is planned. 
will Ne a BP in _- ma 
Publicity for the competition will 
include advertising in national news- 
papers, magazines and, for the first 


told of the event by double page 
reads in the trade press. Mather 
Crowther Ltd. are the agents. 


‘BOWATER PAPERS’ 


A great many coloured and 
ornamented transparent wrappi 
papers are a feature of the third 
issue of The Bowater Papers, an 

“occasional ann Bi dealing 
with many aspects and varieties 


of 

dabjec bjects of articles in the 
gaily coloured spiral-bound bro- 
chure range from the reporting 
of the onation of Queen 
Elizabeth the First to an article 
by Mrs, Beatrice Warde (of the 

onotype Corporation on 


typography, illustrated en- 
largements yoy — 
of various 


their ink BB, and — 
duction qualities. 
Articles on the work of 


100 years of 
printing 


To celebrate its centenary F. J. 
Parsons Ltd., proprietors of the 
Hastings section of the South 
Coast Group of journals, has 
issued a brochure, One Hundred 
Years of Printing. 

It records the growth 


Rye Chroni ve nat oo 4 
ye ron a te t present 

firm are prietors of the 
Hastin Oba or Bexhill Obser- 
ver, Folkestone Herald, Folke- 
stone Gazette and Contractors 
pid and Municipal Engineer- 
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Howard Barnes 


rejoins Benson 


Howard Barnes, who, for the 
past seven years, has been copy 
director at Erwin Wasey, is return- 
ing to 8S. H. Benson as copy chief. 

Mr. Barnes began his advertising 
career as a layout and ideas man 
in @ printer's studio, In the carly 
‘thirties he joined Benson's as a 
copywriter. From there he moved 
to the J, Walter Thompson Co. copy 
department, where he stayed 
four years. 

He lost a leg in the early air 
raids on London and spent the 
war years afterwards as editor of a 
feature section in the Ministry of 
Information. He went over to 
Erwin Wasey at the end of the war. 

S. F. Irwin continues as director 
in charge of the art side at Benson's 
and iMip Stobo as director in 
charge of th work, 


* * * 


Erwin Wasey & Co., Ltd., an- 
nounce that F. H. K. Henrion has 
been appointed to the newly created 
position of director of visual plan- 
ning. Mr. Henrion, who is well 
known on the Continent as a poster, 
advertising and industrial cevleper, 
started to work in England in 
He has acted as art and design con- 
sultant for numerous British com- 
panies and has worked on man 
fairs and exhibitions. For his wor 
on the agriculture and natural 
history pavilions of the South Bank 
Exhibition of the Festival of Britain 
he was awarded the M.B.E. Mr. 
Henrion is vice-president of the 
Alliance Graphique Internationale. 


* 7 + 


William G. Norways has joined 
Gordon & Gotch Advertising Ltd. 
as a creative director. For the past 
six years he has been with C, J. 
Lytle (Advertising) Lid. where he 
was mainly concerned with the 
creative side of the Biro-Swan and 
Regent Oil Company accounts. 
Before the war Mr, Norways was 
with Octzmann, Thomas Cook, 
Basil Butler & Co., Ltd., and 
Cc. & E. Layton. Before joining 
Lytle’s after the war he formed a 
studio for International Publicity 
and Advertising Ltd. 


* * 7 


Maurice A. Bryceson, a former 
advertisement manager of Golf 
/llustrated, and J. H. Tyler have 
been appointed to the board of 
Kemp's Commercial Guides Ltd., 
ublishers of Kemp's Directory, 
emp's Trade Register of London 
and other directories and guide 
books. Mr. Bryceson has been with 
Kemp's since 1950, Mr, Tyler has 
been manager of Kemp's Liverpool 
office for several years and will con- 
tinue to.look after the company's 
business in the north, 


formerly senior 
account executive at Voice and 
Vision Ltd., has joined F,. C. 
Pritchard Wood and ‘ Ltd. 
as deputy public relations manager. 
During the war Mr. Butters was 
private secretary to Lord Swinton 
and later took charge of public 
relations at the Ministry of Civil 
Aviation. In 1945 he became 
P.R.O, at London airport. 
* - * 
_ Miss Alison Hair, assistant pe 
licity manager of oes at. 
Liverpool, has succeeded A 
as publicity manager 
Lewis's Leicester store. As reported 
last week, Mr. Clamp has been 
appointed ublicity manager of the 
firm's Argyle Street, Glasgow, store. 
* a om 
Malcolm H. Archer, former pub- 
licity manager of the John Lewis 
Partnership, has been appointed 
public relations officer to the East 
African Railways and Harbours. 


New media planner 


Two recent appointments to the 
staff of Legget Nicholson & 
Partners Ltd. have been announced. 

. who for the past 
four years has with Colman, 
Prentis & Varley, has joined Least 
Nicholson & Partners (td. as media 
planner and space buyer for all pro- 
vincial media. Dorothy Steer con- 
tinues to head department. 
N, E. Abbott, who has been on the 

oduction staff of Arks Publicity 

Ad. and at G. S. Royds Ltd., has 
joined the Legget Nicholson pro- 
duction department. 

* - * 

Derek Ouzman has succeeded 
J. W. Limming as advertising 
manager of Jacques Amand, bulb 
merchants. Mr. Ouzman has been 
with the company for several years. 


a 


F.H.K. Henrion 


Lever man joins 


Clifford Bloxham 


_ Peter Hood, promotional adver- 
tising manager for Lever Bros., has 
resigned to join Clifford Bloxham & 
Partners as an account executive. 
After early training with Lintas, 
and a period as a ver salesman, 
Mr. Hood joined Lever’s advertising 
department four years ago. Before 
being appointed promotional adver- 
tising manager, he was product 
manager of Sunlight soap and Easy 
shaving stick. 


* * * 


J. Bowman has been appointed 
press officer of the Austin Motor 
arery and D, O, Symes, editor 
of 7 Austin Messe, is to take 
editorial control of other Austin 
house journals. For the past three 
years Mr. Bowman has been 
assistant P.R.O. Both he and Mr. 
Symes will operate under 8. A. C. 

laynes, who is manager of the 
advertising and publicity department 
at Longbridge. 


* * * 


E. E. Walker, publicity manager, 
Metropolitan-Vickers Electrical Co., 
Ltd., has succeeded Douglas Wil 
publicity officer of the United Stee 
Companies Ltd., as chairman of the 
trade, technical and vigilance com- 
mittee of the Incorporated Society 
of British Advertisers. 


“ 


After 25 years as account executive with G. S. Royds Lid., ar Flockton 


(centre) recently retired. Here he is seen being toasted by w. 


Ambrose, 


joint mney | director of Beecham (Northern) Ltd., and eas Royds. 


chairman of 


oyds Lid. At a dinner in Stockport given in his honour 


yd Beecham Ltd. he was presented with an inscribed silver salver, with 
canter and gasses. and at a luncheon at Brown's Hotel, he received a 


cheque from 


oyds Lid. and his colleagues. Before joining G. S. Royds 


Md. Mr. Flockton was 12 years with Osborne-Peacock of Manchester. 


W. G. Norways 
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H. Barnes 


New office bearers were appointed 
at the annual general meeting of the 
Scottish Silk Screen Printers and 
Display Association in Glasgow. 
President is now William Warwick, 
of Warwick & Sons Ltd., Leith, 
and new treasurer is Maxwell Edgar, 
ws Publicity Studios, Glasgow. 

Corapbell Gohn president David 
Laird & Co., Ltd.), 
om my on a successful session. 
* * * 

George Mason has joined the 
Torrington Douglas (press _repre- 
sentatives) orf —— to handle, 
pews, Pee pub- 
icity an aod publicity. He 
has handled press publicity for 
many major film productions. 

* * * 

The chairman of Spicers Ltd., 
Lancelot D. S » has left I vondon 
for a tour of picers’ overseas com- 
panies and agents in Australia and 
the Far East. 

* 7 * 

Malcolm Logan, until recent! 
publicity controller of Britis’ 
Optical & Precision Engineers Ltd., 
has been appointed director of the 
British Internal Combustion 
Manufacturers’ Association. As 
previously announced, he 
succeeded as publicity controller by 
Ww. F. who has been adver- 
tising manager of B.O.P.E. for the 
last two years. 

a * * 

Ron Franklin, for 10 years 
oeue space buyer at Samson, 
Clark Co., Ltd., has joined 
Auld é Tilbury Lid. as media 
nate He takes the place of 

illiams, who is retiring from 
a. a reasons and 
is leaving Lon 


DPSPA officers 


Members of standing committees 
of the Display Producers and 
Screen Printers Association for the 
following year are: 

farm), i 2 y. &. iste 
(chairman). Chapman, 
Floyd, R. Foster, C. L. Jarrett and 
R. Olliey. 

Industrial relations: 

(chairman), H. B. 

Foster and R. Oliey. 
Membership, propaganda and 
Jarrett (chairman), 


. Ashford Down. 


Tell 
All Kent by a 


KENT MESSENGER 


GROUP ADVERTISEMENT 


HEAD OFFICE ; MAIDSTONE LONDON ; 80 FLEET STREET, ARTHUR CLAY, Centra! 7500 
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Market for face cosmetics is ‘wide open’ 
“WOMAN’ SURVEY SHOWS A MARKED 
ABSENCE OF BRAND DOMINANCE 


Vf ORE than 70 per cent of face cosmetics are bought from 
chemists. Bazaar stores—the next rival—account for 


only 11 per cent. 


in a survey of the cosmetic 
market the Odhams 
Research Division. Entitled 
“Woman and the National 


Market,” the survey was based 
on a nation-wide sample of 3,965 
interviews with women, 
readers and non-readers 
Ae between the ages of 


inted 
vertise- 
Press, is 


One market feature 
out by Harris Kamlish, 
ment director, Odhams 


in the face 
cosmetic 
market. No 
one or two 
brands have 
| an over- 
whelming 
share of the 
market. Six- 
teen 
of face cos- 
eed ve 
surve 
Harris Kamlish in 11 cases 
the leading brands had under 30 

r cent of the market. In all 

t two cases the top brand had 
less than 50 per cent (these two 
being cake and stick make-up, 
in which Max Factor predomi- 
nates). This shows how “wide 
open” the field is from the 
advertising point of view, says 
Mr. Kamiish. 

The tables of retail outlets 
show that the chemist is far 
ahead of all rivals. For shampoo 

wders, for instance, the 

ures for purchases by all 
women were: chemists, 51 per 
cent; bazaar stores (Woolworth’s 
and the like), 12 per cent; general 
shops, 20 per cent; others, 17 
cent, A similar disparity exists 
for hand preparations and for 


umes, Cologne and table 
water. 
The section dealing with 


preparations for the hair shows 
that apart from shampoos, setting 
lotion, which is employed by just 
over one-fifth of women, is the 
most frequently used product; it 
is followed by brilliantine, used 
by one in 10, Tonics and con- 
ditioners, and the group of tint- 


ing, oone and bleaching lotions 
are used by very small propor- 
tions, 


More than. half (53 per cent) 
of the women interviewed had at 
least one perm in the previous 
year, Of all women, 30 per 
cent had a —_ rm, 
and 21 r cent a 

Two per cent had both. 


The findings on the use of 
preparations that 


face 


most women confine themselves 
to face powder, lipstick and 
foundation cream, used by 76 per 
cent, 69 per cent and 61 per cent 
respectively. Cleansing cold 
cream is only other face 
cosmetic in wide use. 

Hand cosmetics are not widely 
used. Nail varnish and hand 
cream, followed by varnish re- 
mover and hand lotion, are the 
only ones with any substantial 
“gr of women users. 

© section on perfumery 
indicates that perfume, generally 
speaking, is more frequently 
used by young people. The 
exception is Cologne which has 
high usage among older people. 


Products compared 


“Several interesting differences 
are revealed by a comparison of 
individual products,” states the 
survey. chemist has his 
smallest share of the market in 
the powder shampoo field, his 
highest in the comparatively 
small bleaching lotion market. 
Bazaar stores control almost one- 
fifth of the setting lotion and 
tinting and dyeing lotion trade, 
but are comparatively weak in 
tonics and conditioners, bleach- 
ing lotion and cream shampoos. 

general shop is a very 
important outlet for powder 
shampoo—it controls one-fifth— 
and is not unimportant for liquid 
shampoos and setting lotions.” 

The main distinction between 
Woman readers and non-readers 
appears to be the greater prefer- 


ence of Woman readers for 
chemists, apparently at the 
expense of the general shop. 


Si ane © Sees ccm, 


shampoo is revealed. 

An average of less than two 
ond cent could not remember the 

nd last used—as compared 
with pti 
users 17 = cent for hair 
tonic users. © less frequent 
purchase of these last two com- 
modities is held to account for 


cent for brilliantine 


Publicity ‘caravan’ 


Representatives of many lead- 
ing advertising agencies saw a 
in London 


film in last week illus- 
—. the advertising methods 
used during the Tour de France 
—the annual cycle race that 
whips up the interest of that 
country almost to a f dur- 
ing the three weeks in ich it 
ig staged, 

Albert Milhado, whose com- 
pany has acquired the sole sell- 
ing rights in the U.K. for the 
Tour, introduced Max Petit, the 
Tour's advertising director. 

After a short description of 


‘a 


The directors and staff of Collinson’s Advertising Agency Lid., of Leeds, 
at dinner before an evening at the theatre. 


the relatively lower brand con- 
sciousness. 

A “brand last used” table for 
powder Soqpees shows, among 
all women, Vaseline coming first 
with 41 per cent and Silvikrin 
second with 12. Other tables 
give the first and second posi- 
tions and percentages for various 
commodities as follows: 

Liquid Fear meet Drene, 31 
per cent; Vaseline, 21 per cent. 
Cream shampoos:  Bristow’s 
Lanolin, 35 per cent; Silvikrin, 
22 per cent. Setting lotion: 
Amami, 53 per cent; Tress, 12 

r cent. Brilliantine: Evan 

iliams, 18 per cent; Amami, 
13 per cent. Hair tonics and 
conditioners: Silvikrin, 36 per 
cent; Estolan, 31 per cent, Tint- 
ing and dyeing lotion: Camila- 
tone Tonrinz, 51 per cent; 
Coloral, 10 per cent. 

Home perms: Prom, 37 per 
cent; Toni, 29 per cent. 

Foundation cream: Pond’s, 27 

r cent; Yardley, 13 per cent. 


ace wder: Pond’s, 23 per 
cent; ax Factor, 21 per cent. 
Lipstick: Max Factor, 23 per 


cent; Yardley, 19 per cent. 


Nail varnish: tex, 54 per 
cent; L’Onglex, 23 per cent. 
Hand cream: Yardley, 16 per 


cent; Cutex, 11 per cent. 

Perfume: Goya, 21 

Bourjois (Evening in 

cent; Yardley, 12 per cent. 
oilet water: Yardley, 40 per 
cent; Goya, 9 per cent. 

In all, 35 cosmetic products 
are covered in the survey under 
the five headings of preparations 
for the hair, face and hands, 
permanent waves, and 


is 50 miles long 


the film, M. Petit invited anyone 
from his audience who was 
interested to go to France and 
to be his guest for any one of 
the 23 stages of the race this 


year, 

The film stressed the fervour 
and interest of the crowds and 
that in such a mood the audience 
were tible to the right 
kind of publicity and advertis- 
ing—free ha ts, leaflets, 
impromptu concerts, competi- 
tions and novelty floats in the 
50-mile “caravan” which precedes 
and follows the field for the Tour. 


Broader appeal 


* 
is urged 

The broadening of the appeal 
of leather publicity by laying 
more stress on the end product— 
shoes, handbags, upholstery and 
other articles sold direct to the 
public—is suggested in a leading 
article in Shoe and Leather 
Record. 

“So far the emphasis in the 
ublicity drive has on 
eather, which is natural 2 
seeing that the funds for t 
campaign have been supplied by 
the leather producing industry,” 
states the article. “But we sub- 
mit that in planning future 
propaganda, the Institute might 
with advantage shift the empha- 
sis and also place stress on the 
appeal which is inherent in the 
end products.” 


SCOTLAND GOES 


ON THE SCREEN 


The Scottish Council (Develop- 
ment and Industry) have 
appointed a committee “to pro- 
mote production and circulation 
of Scottish films of national 
interest and to act as an advisory 
centre in regard to such films.” 

The committee may also com- 
mission the production of films 
for any form of circulation and 
displ — for their 

is A new organisation 
is called the Fi of Scotland 
Society. 

The chairman, Sir Alexander 
King, says there is an obvious 
n for some way of produci 
films of good quality whi 
would publicise Scottish industry 
and achievements, particularly 
abroad. 


Poster exhibition 
The exhibition of winning 
designs and other entries for the 
recent £750 international poster 
design competition opens in 
Edinburgh at the Merchants’ 
Hall, Hanover Street, to-morrow 
(Friday) for a week. 
a aes pened by the two 
ti iliposting companies, 
David Allen's and General Bill- 
posting, and the opening cere- 
mony will be performed by Sir 
Compton Mackenzie. 
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Every week one family out of every three in 
Great Britain reads the Sunday Pictorial. For, 
with an average net sale of 5,373,027, the Sunday 
Pictorial goes into millions of homes all over 
the country. It is read by every adult member 
of the family on the best advertising day of the 
week—the day they have time to read advertise- 
ments at leisure, and sales messages sink in. 
Space in the Sunday Pictorial is exceedingly 
economical too. Compared with 1939 its square 
inch per thousand rate has increased much less 


than that of any other Sunday newspaper. 


reads the 


Sunday Pictorial 


every week 
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“THE PALE PINK KNIGHT’ CASTIGATED 


‘Express’ show how detergent 


ads help the housewife 


A leading article in the Daily 
coer assailed Sir Richard 
Acland (sponsor of a Price Con- 
trol Bill to enforce lower selling 
prices for detergents) as “the pale 
pink warrior from Gravesend, 
riding into the frothy fray of the 
battle to sell detergents.” 


The Express stated: 


“Housewives will raise a hol- 
low laugh when they read of the 
time wasted over this silly Bill. 


“For the soap firms have 
brought back a taste of pre-war 
enterprise, And the housewives 
are enjoying it. Or does anyone 
imagine that when they are sent 


ADVERTISING | 
HITS BACK | 


free samples and money-saving 
coupons they toss them away? 


“Forceful competition cuts 
prices. Housewives are well 
aware of the benefits and will 
not be disturbed by Sir Richard’s 
antics. For his Bill, like all 
bright bubbles, will surely fade 
and die.” 


The Evening Standard, in a 


leader headed “Ads cut the cost”, 
declared : 

“Without advertising and with- 
out mass-production, cars and 
television sets might still be the 
luxury of the few instead of the 
pleasure of the many. So might 
detergents. Cut advertising, 
limit and localise demand, and 
Britain would soon return to the 
village economy of the Middle 
Ages. 

“Sir Richard Acland should 
realise that money spent on ad- 
vertising is money well spent— 
that advertising far from being 
an expendable luxury is an 
inescapable necessity.” 


Outlook brighter, says 


JWT chief 


There was an international re- 
union at the annual dinner and 
dance of the J, Walter Thompson 
Company, Ltd., last Friday to 
hear the chairman, D. M. 
Saunders, say that the outlook 
was brighter for advertising in 
general and J.W.T. in particular. 

Representatives from France, 
Belgium and Germany joined 
450 of 540 strong staff of J.W.T. 
and its subsidiary, British Market 
Research Bureau, at the Mayfair 
Hotel, London, 

W. Hinks, managing director, 
spoke following the chairman, 
and Tony Parker, a copy group 

* head, proposed the health of the 
directors. 

Since the last dinner, four 
more members of the staff, L. 
Ackermann, Miss D. C. Blaker, 
Miss B. T. Jones and Miss J. 
Sanderson, have completed 25 
years’ service with the company. 


Screening time at 
the grocers 


Batchelors Peas Ltd. are to 
use an entirely new point-of-sale 
medium to present their pro- 
ducts to shoppers. It is the 
Darby display unit, a stream- 
lined silver cabinet closely 
resembling a television receiver, 
which will . a constantly 
moving series of full-colour 
advertisements. 

The units, to be placed in 50 
provisions stores under the 
management of World's Stores 
and Cave Austin, were designed 
by Retail Promotions Ltd. 


Reference was made in a 


Tony Parker, copy group head, 

proposing the health of the directors 

of the J. Walter Thompson Co., 

Ltd., at the firm's annual dinner 
and dance. 


New Goodyear 
magazine 


Under the direction of Roy 
Watson, advertising manager, the 
Goodyear Tyre and Rubber Co., 
Ltd., now publishes five quarterly 
magazines. 

Peter Gomm edits Goodyear 
News for the tyre supplier; 
Transportation, for the commer- 
cial vehicle user; Goodyear 
Agricultural News for the 
modern power farmer; Goodyear 
Gazette, for the boot and shoe 
repairer; and now, the new 
Goodyear Industrial Products 
News. 

Industrial Rubber News is a 
pocket size magazine, to 
published quarterly for distrib- 
ution among users of industrial 
rubber products throughout the 
United Kingdom. 

“All these magazines have an 
important service to perform,” 
says Roy Watson. 


Post-mortems on 


The very close connections 
between public relations and 
management in the U.S.A. and 
Cana impressed Col. M. J. 
Buckmaster, P.R.O., Ford Motor 
Co., during his recent visit there. 

In a luncheon talk to the 
Institute of Public Relations he 
said that, whereas in Britain a 
P.R.O. in industry was apt to 
run his own plan, picking up 
clues from the boss and hopin 
that his work would fit in wit 
the overall plan, in America 
public relations was very closely 
integrated with management. 

He was struck by the extreme 
lengths to which Americans were 
prepared to go to analyse the 
results of their campaigns, and 
to conduct “post-mortems” to 
find out where they had ne 
wrong and how they could do 
better next time. American 
firms were, however, prepared to 
spend much more of their turn- 
over, pro rata, on public rela- 


public relations 


tions than British firms were. 

The educative side of public 
relations received particular at- 
tention; people were appointed 
to see that schools obtained 
information and help with 
regard to the industries in their 
localities. It was realised that 
schoolchildren were the people 
who, in ten years’ time, might 
buy the firms’ products. 

On the other hand, Col. Buck- 
master found that American 
public relations often took an 
unconscionable time in “getting 
to the point.” Many more 
people would be engaged in 
putting across a campaign there 
than re, and they often ap- 
peared much more limited to 
their own particular function 
and unwilling to do anything 
else. American public relations 
people seemed anxious to get 
every single item of the cam- 
paign “buttoned up” before it 
went into action. 
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Stery ef the 
World Press 


If its British 
its smallest 


The greater the size of the 
newspaper, the greater the pro- 
ion of advertising that it 
tends to ~« 
This conclusion emerges from 
figures quoted in the Unesco 
ublication, One Week's News, 
y Jacques Kayser, a compara- 
tive study of 17 major dailies, 
each of a different nationality, 
over the week March 4-10, 1951. 
Thus, it was found that O 
Estado (Brazil) headed the list 
for total printed space and for 
the proportion devoted to adver- 
tising, while Borba (Yugoslavia) 
came bottom in both categories. 
The Daily Express, being British 
and therefore small in size, came 
13th in total printed space and 
llth in proportion of space 
devoted to advertising. 

For —— space and adver- 
tising the most favoured papers 
were the four American papers, 
the three British Commonwealth 
papers, and the Swedish paper. 
Among these, O Estado, the 
Daily News, La Nacidén, the 
Rand Daily Mail and The Times 
of India devoted more than half 
their space to advertising. 


Every picture 
tells a story 


A specimen book illustrating 
the work of artists represented 
by Artist Partners Ltd. is being 
sent by the agency to 2,000 art 
directors, art editors and adver- 
tising managers in this country 


illustrations. It has 73 black and 
white pages and 31 colour pages. 

The work is divided into eight 
sections under the ——— — 
fashion and sophistication; illus- 
tration and realistic figure; 
humour and decorative figure; 
scraperboard and line; still life; 
industrial and architectural; cre- 
ative design; and photography. 

The book, cover and group 
title pages were designed and 
drawn by Heinz Kurth. 

Artist Partners propose to pub- 
lish from time to time small 
brochures showing further ex- 
amples of their artists’ work in 
current advertising. 


At Ideal Home 
Exhibition 
Among publishers whose maga- 
zines will be exhibited at the 
Daily Mail Ideal Home Exhib- 
ition, March 2-27, are: Odhams 
Press, Ideal Home Magazine; 
Benn ros., Nursery World; 
Christine Vesey Publications, 
Pins and Needles; and Lewis 

Publications, Parents 


snl See , p eer + 
ee ae wr |! OOF EEE ao “Fe 
meet iene te , - 
eC = PE 
| = ga a : 
c | 
| a a : 
a 
7 a 4 
ae 
6 { 
x | 
» ; } 
bs 8 FFG GF GHGS SF FH HSS SSS SS & & HH OSHS O44 ' 
a . 
4 tg 
| | | ; ) 3 : : a 
oy : Pie: aay 
eu > em ) 
} and overseas. 
Forty-six artists are repre- 
‘ sented in the book with 329 
46 last week on the filming of the 
- Ferodo presentation to a “Neal 
a Harvey, national sales manager of 
- Theatre Publicity.” This should 
rt have read H. &. G. Harvey, 
Ke Ferodo’s P.R.O. 
Fe g : ae a ae i ? > a ont + oa iM : a % a 3 Aa ae a a F Be : ae Ps aoe a ; a ” Ake : ; 
ey ae” a as > See ae ‘a ae le a a * Pei 


FPeBRuary 18, 1954 329 ADVERTISER'S WEEKLY 


The Daily Celegraph 


The quality paper with 
the 


million 


sale 


(The average for 1953 was 1,014,606 copies daily ) 


* * 7 * * * 


JANUARY 1954 
1,021,777 copies daily 


an increase of 44,601 over January, 1953. 


The circulation of The Daily Telegraph is more 


than four times as great as that of any 


other quality daily paper printed in Great Britain 
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COMMENT 


CRITICS ARE IN 


FULL CRY 


Make no mistake—the hunt is 
on. Critics of advertising are 
in full ery. They are trying 
to high pressure the Chan- 

into some restrictive 
measures against the industry 
when he introduces his Budget. 


Consider the evidence. The 
Socialists a series of price 
control b Now comes a 
Tory suggestion for a tax on 
posters. 

The price controllers assure 
everyone that theirs is not an 
attack on advertising as such. 
True it is not a declared 
attack. Willing to wound, 
they are afraid to strike. 


fered by 
ed by 
“Advertiser's Weekly” the in- 

mee to contest the 
Cripps for removing half 
advertising expenditure from 


and saddle the poster industry 
with an impost which other 
media do not carry? 

Already outdoor advertising is 
so hedged about with restric- 
tions and regulations that 
compliance with them is an 
involved procedure. Not 
would a tax be iniquitous. 


Etiquette is no answer 


We know, of course, that adver- 
tising intends, one day, to “hit 
the traducers on the head as 
soon as they their 

mouths.” What we "t know 

is—when? 


Would not a few robust answers 
now be much better than con- 
sidered replies—stamped with 
committee approval and likely 
to please all sections of adver- 
tising—at a much later date? 

It aw be etiquette to have a 

nice kid-glove technique, but 
make no mistake—our critics 
aren't kidding. 
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On his election as P 


Printers Association, 


Fesruary 18, 1954 


resident of the Display Producers and Screen 
ck Clements calls for a closing of the’ gap among 


display men and screen printers whose interests his Association protects. 


Display men must present 
solid front 


E rapid succession of 

technical improvements in 
screen printing technique and 
materials makes it more neces- 
sary than ever that all who 
practise the craft should keep 
in close contact. 

The man who finds something 
new, and shuts himself off from 
his colleagues in order to pre- 
serve his secret, loses far more 
than he gains. Watertight com- 
partments are meant for ships. 

It will be my aim during my 
term of office as president of the 
Display Producers and Screen 
Printers Association to encour- 

- every screen printer and dis- 
Pi jay man, however large or small 

is business may be, to join with 
us, to take advantage of our 
facilities and to be of assistance 
to other members wherever he 


can. 
Where there is ag te aes. = 
strength. Labour lon 

realised that fact and po EF 
efficiently. 

We want to see that the em- 
ployers are just as efficiently 
organised, not to combat labour, 
but to ensure that all those 
engaged in the craft shall 
forward from strength to stren 


Coming of age 


This is the 21st birthday year 
of our Association. May I 
appeal to those fine craftsmen 
who have hitherto shown a 
strange reluctance to play their 
part in the Association to look 
at the facts a little closer? 

Here is an organisation created 
by men of vision for your bene- 
fit, directly and indirectly. An 
organisation that offers protec- 
tion and advice to its members 
and advice to those who purchase 
our products. An organisation 
that is responsible for labour 
relations within the industry and 
the maintenance of the high 
standard of the craft. 

But every screen printer who 
is not a member of the Associa- 
tion is a loop-hole in the soli- 
darity of the craft. To these 
men I would send a message. 


‘Come and join us’ 


If you measure up to our 
standards and observe our code 
you should have very little 
difficulty in becoming a member 
of the Association. 

We need you, you would give 
us added strength. You need us, 
we extend a helping hand. In 
short, we need each other. 

Subscription rates are reason- 
able. It is possible for a firm 


in a small 7 of business to 
enjoy the privileges of member- 
ship for as little as any one of 
their employees pay in dues to 
a trade union. 

In this, my year of office, I 
will give this pledge. Write to 
me, personally, and ask what the 


sometimes made that organisa- 
tions like D.P.S.P.A. are in a 
hands of a clique or perha 
“the boys of the Old Brigade.” a 
My own experience is a blow 
t belief, as far as this 
organisation is concerned. i 
ears ago I was a “ 
in rom the provinces. 
other person in the trade out- 
side my own company when I 
joined the Mid- 


GUEST COLUMN 


by 


JACK CLEMENTS 
President of the 
Display Producers and 
Screen Printers Association 


lands branch of 
the Association. 

To-day I have 
the honour to 

» occupy the presi- 

| dent’s chair, 
m™) ably seconded 
™ by a Council of 
f il members 
elected by 
popular vote. 
We all want to 
help the Asso- 
ciation in every 
find that I have 
possible way. | 


Association has to offer you? 
The inquiry will have my earnest 
attention. 

I would like to make a per- 
sonal point. Insinuations are 


® Fresh uses and applications 
for detergents will be dis- 
cussed at international level 
by leading manufacturers 
this summer. 


® To assist British firms attack- 
ing export markets, new 
developments in exhibition 
stand design are expected 
shortly. Aim will be to pro- 
duce stands which can be 
shipped at low cost. 


® Increased publicity for 
stockings is planned to offset 
the “bare legs” vogue 
this summer. 


® Heavy advertising support is 
being prepared for a new 
women’s girdle to be intro- 
duced as “the most signifi- 
cant development of our 
times in. foundation gar- 
ments.” 


® Recent research into news- 
paper readership — on a 
regional scale—is expected 
to provide interesting figures 


« myself derived 
pleasure and 
profit from membership of the 
Association, far in excess of 
anything I have contributed. 
Some along, get off the fence 
and join in. 


on the size of newspapers 
p2ople prefer. 


© The spring will see renewed 
vigour in promotion work 
for newspapers. Competi- 
tion for classified advertising 
is to be stepped up, especially 
in the north of England. An 
increasing number of pro- 
vincial newspapers will be 
“advertising advertising” in 
the second phase of the 
Newspaper Society's scheme. 


® Retailers in the hardware 


® Market research is being 
urged by several manufac- 
turers into the effect of pre- 
packaging on _ self-service 
sales. A chain of dairies is 
claiming a ten-fold increase 
in its baeon sales as a result 
of pre-packaging. 
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If you were advertising 


to lady balloonists, 
what journal 


would you use? 


Obviously your first reaction would be to try and find a publication 
specialising in this art. 
And you might find it very difficult. 


On the other hand, if you are selling to women with a specific and con- 
centrated interest in their homes and families, your problem is quite 
simple. GOOD HOUSEKEEPING is your obvious choice-the only magazine 
supported by the GOOD HOUSEKEEPING INSTITUTE— that most famous 
authority on homes and homecraft. It is in fact as much a specialist 
magazine for the home as a balloonist journal would be to a balloonist, 
or a gardening paper to the enthusiastic gardener. Always remember this 
when planning advertising campaigns. 


* * 


GOOD HOUSEKEEPING — Britain’s foremost home magazine 


THE NATIONAL MAGAZINE CO. LIMITED, 28/30 Grosvenor Gardens, S.W.1 
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country since the war. 


ANEW phase in the advertis- 
ing of Trufood baby foods 
begins to-day with a demon- 
stration at the Royal College 
of Nursing titled “Some pro- 
perties of human and other 
milks used in infant feeding.” 

The manufacturing and mar- 
keting of a range of infant milk 
foods have been the concern of 
Trufood Ltd, of Wrenbury, 
Cheshire, since 1922. There are 
seven different milk foods in the 
range, the main product being 
“Humanised” Trufood, a spray- 
dried modification of cow's milk, 
which is made to be as much 
like human milk as possible. It 
is claimed to more like 
human milk than any other brand 
of dried milk in the United 
Kingdom, as, apart from other 
milk foods which are cow's milk 
dried by a roller process, 
“Humanised” Trufood is modi- 
fied to readjust the proportions 
of soluble proteins, fats and 
carbohydrates, and spray-dried 
by the patented Merrei-Soule 
process, 

Since the war, Trufood have 
introduced and developed—in 
addition to their milk foods, 
“Spoonfoods,” wich are strained 
and homogenised meats, fruits 
and vegetables for babies. To 
date, varieties of “Spoonfoods” 


New phase begins in baby 


food advertising campaign 


T= popularity of specially processed baby foods has greatly increased in this 

Even so the belief is that an enormous market potential 
still exists and efiective and well directed advertising can undoubtedly make it actual. 
At the basis of this growing popularity is the widespread conviction that it is 
quality and not mere numbers that makes for value in a national community. The 
Trufood company has long concerned itself 
with the production of high quality baby 
foods and a carefully arranged demonstration 
of their products is being held to-da 


have been developed and mar- 
keted. The company also pro- 
duce Trufood “Cereal food,” so 
that their range of infant foods 
will take a child from birth 
through to the time when he is 
ready for adult meals with the 
rest of the family. 


Current advertising emphasis 


These nutritional and dietary 
facts are being strongly em- 
phasised in the current advertis- 


ing campaign which is being 
handled by the Lintas organ- 
isation. 


The complete Trufoods line is 
being sold only through chemists 
and the question of how to keep 
the packs in an ethical tone 
receives constant attention. A 
very discreet use of colour is 
made to obtain eye appeal. 
Nothing hinting of “sensation- 
alism” is allowed. 

The bulk of the advertising is 
directed to the medical and nurs- 
ing professions, since it is usual 
for mothers to seek authoritative 
advice on infant feeding. Wel- 
fare clinics are also frequently 
consulted and Trufood reaches 
these through specially designed 


When Trufood contemplated the introduction of the “Spoonfoods” 


line a lot of care was given to the form of packaging. 


Glass jars 


were eventually decided upon because of their fresh, clean appear- 


ance. 


Many consumers have greater confidence in the purity of 


the foods when packed in glass. 


at the 
Royal College 
of Nursing 


before repre- 
sentatives of 
advertising 
agencies and 
the press. 


wall posters. “Humanised” Tru- 
food is stocked by a selection of 
clinics and may be bought by 
mothers. Alternatively, mothers 
may obtain coupons at the clinics 
entitling them to a reduction on 
Trufood bought at a chemist’s. 


Key advocates invited 


Student nurses and _ student 
health visitors are considered key 
advocates in getting the Trufood 
story across to the new mother. 
For this reason representative 
student groups from these profes- 
sions are invited to Wrenbury 
where they are conducted on a 
tour of the factory and shown 
by laboratory demonstration how 
closely the Trufood formula 
approximates inother’s milk. 

All the milk foods are packed 
in lidded tins in order to give 
maximum stability and keeping 


qualities. Tins are lithographed 
in pastel shades—doing away 
entirely with outside paper 


wrappers which are apt to peel 
or tear. Different pastel shades 
are used for the seven types of 
milk foods—baby blue for the 
“Humanised,” peach for the 
“Half cream” pack, lavender for 
the “Full cream,” etc. 


Eye appeal displays 


This not only gives Trufood 
shelf displays important eye 
appeal, but makes each type of 
milk food easily identifiable for 
cepeeeing by the busy chemist. 
Milk food tins are date-stamped 
s® that both chemists and buyers 
know the contents are fresh; 
there is also an inside paper 
wrapper to prevent leakage. A 
special measuring spoon is placed 
in each package for the con- 
venience of users. 

Trufood “Cereal food” is pre- 
cooked and packed in green and 
pold cartons. These cartons are 

ighly varnished—again for eye 
appeal. Not only do they look 
attractive on the chemist’s shelf, 


Eve appeal for the Trufood 
“Cereal food” is provided by a 
highly varnished carton. Finger 
smudges are prevented by a 
smooth-textured surface. 


but the smooth-textured surface 
helps prevent finger smudges and 
other stains from the frequent 
handling they undergo once they 
reach the home. 

Cereal display cards and con- 
sumer leaflets are printed in the 
same green and gold colour 
scheme for ready association by 
the consumer. 

When the introduction of the 
“Spoonfoods” line was being 
planned, a lot of thought was 
given as to whether it was more 

@ Continued on page 336 


EE RP 


Let him out 
when hes had enough 


woven OY TeUriM 


Trufood reaches the clientele of 
welfare clinics through specially 
designed wall posters. Copy 
contains sound guidance con- 
cerning the penning up of the 
young and, in the case of the 
above, seems to incorporate (in 
heavy type) a subtle selling line 
—“Let him out when he's had 
enough.” 
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LIFT 


Get in on 
the ground floor 


Little more than six years ago space in REVEILLE FOR THE 
WEEKEND could be had for the asking. Its sales of rather less 
than 80,0c0 evoked little enthusiasm. Then, with dramatic sudden- 
ness, sales started to rocket. In less than a year they were over a 
million. In fact, they rose so rapidly that, every time advertisers 
bought space, their sales messages reached more and more prospective 
customers, and it was those advertisers who had the foresight to get 
in on the ground floor who came off best. Today, with Reveille for 
the Weekend’s sales on the way to 4,000,000 the demand for space 
far exceeds availability. 


Now comes Midweek Reveille... 


This time advertisers are not hanging back. They 
know they are on a good thing. Yes, at {3.10.0d. 
a column inch, MIDWEEK REVEILLE is the 
best buy on the market today. 


This time be sure YOU 
get in on the ground floor! 
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Cw a printer give the 
British Industries Fair the 
blood transfusion it urgently 
needs? It would be a disgrace 
if we had to go to Germany 
to get the kind of exciting print 
necessary to revitalise the 
B.LF. and cure its anemia. 
German designers and German 
printers have, however, pro- 
duced some brilliant, fascin- 
ating print to promote trade 
fairs this year in Munich and 
Cologne compared with which 
the material for the B.LF. is 
cold rice pudding . . . and 
who will travel hundreds of 
miles for cold rice pudding? 


Some challenging pieces 


During the past year publicity 
for trade fairs in Germany got 
into its stride, but for 1954 it is 
even better. The International 
Photo- and Cine-Exhibition to be 
held at Cologne in April is pro- 
moted with some really challeng- 


’ . ~ 
' GARDEN PEAS: farm-fresh crops 


for canning 


One of the best selling jobs of the month seen by Brian Hilton is a 
brochure telling the story of Batchelors foods. 


competence which makes the most of the money spent upon it. 
Shown here is a page dealing with the processing of peas. 
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The 3-D approach 
is used attractively 
by W. Walker & 
Sons (Associated) 
Lid, in their 
folder to advertise 
their novelties. 


ing print in full colour, The 
Furniture Fair, which opens to- 
morrow Friday), gets print that 
demonstrates the lively interest 
and faith of its promoters, 

We in Britain can do it. 
don't we? 

Why doesn’t the British Federa- 
tion of Master Printers demand 
that British printers should be 
given a chance to do a really 
worth while job for the B.LF.? 


ca bd * 


one or the best jobs of the 
month is a brochure telling the 
story of Batchelors foods. It 
has a slick competence which 
makes the most of the money 
spent. Technically interesting is 
the fact that although there are 
two double-page spread colour 
—y printed in the standard 
our colours, the colours used 
elsewhere are black, maroon and 
green, Congratulations to the 


Why 


By BRIAN HILTON 


It has a slick 


designer—and the man who 
footed the bill—on avoiding the 
use of the not too pleasant stan- 
dard red and blue as secondary 
colours. 

The text is set in Baskerville, 
nowadays a rather neglected type- 
face which deserves a better fate 
since it prints well on any smooth 
surface and also—as here—on art 


meer. 
e book was produced by 
F. J. Lyons Ltd. and printed by 
C. Nicholls & Co., Ltd. 
6 * 1 

THE MoOsT ingenious of the 
recent print tricks was used by 
Hovis in a_ booklet entitled 
“Looking at Wheat the Hovis 
way.” Through a hole in the 
cover one can see real grains of 
wheat, which are contained in a 
transparent film omg on an inside 
page. Inside the front cover is 
attached, in a clear a a 
small magnifying glass, which can 
be detached for closer examina- 
tion of the wheat. 

A rather expensive gimmick, 
perhaps, but it is well worth 
while for one is likely to re- 
member for a long, long time 
the purpose for which it was 
supplied—which is, of course, 
the subject of the booklet. 


Popularity of 3-D 


THREE-DIMENSION in print is 
enjoying a wave of popularity— 
it has even been used by George 
Cohen, the big scrap steel mer- 
chants. However, W. Walker & 
Sons (Associated), Ltd., who 
market the green-red viewers and 
the appropriate printing used a 
subject rather more interesting in 
their own mailing piece. They 
know that everybody who gets it 
will use the viewer to look at the 
picture of a beauty in a swim 
suit. 


1 * ok 
A Quite remarkable little book- 
let has been produced by Display 


4SSIN HINTON JTYNOIWNUSLNI 


Fine pieces of publicity material 


are coming out of Western 
Germany and Brian Hilton be- 
lieves that British productions 
compare very unfavourably with 
them. Why does not the British 
Federation of Master Printers 
demand a chance to do a good 
job for the B.AF.? 


Craft Ltd. to demonstrate silk 
screen printing techniques. It 
in the of 


every print buyer, for it reveals 
so dramatically the tremendous 
strides made in silk screen print- 
ing in the past few years. Out- 
standing is a line and wash 
drawing in colour which is re- 
produced without either screen 
pattern or paint thickness, plus 
all the brilliance of colour which 
is characteristic of the process. 
You really should see it; this is 
how to plan artwork for silk 
screen. 


History of brewery 


YOU WILL remember the story 
of Dr. Johnson, who, when asked 
why in his dictionary he defined 
“pastern” as “the knee of a 
horse,” replied, “Pure ignorance, 
Madam, pure ignorance.” 

I am reminded of it by an 
examination of a booklet pub- 
lished by John Smith’s Tadcaster 
Brewery to tell the story of the 
business. It is a 64-page octavo 
booklet. The text is excellently 
written by Aytoun Ellis, who tells 
a fascinating tale—yet at the de- 
sign and layout of this book | 
throw up my hands in horror. 1: 
is ugly pedestrian. Why couldn't 
such a story of English inns, the 
English highway, the English 
breweries have been given a set- 
ting of character and interest to 
match the text? It seems to me 
that the firm was willing to pay 
a competent writer and an effici- 
ent printer, but either dged a 
designer’s fee or just didn’t know 

@ Continued on page 336 
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ADVERTISER'S WEEKLY 


U.K.—0O.K. 
CANADA 


United Kingdom advertisers have put their 
O.K. on Canada as a fertile field in which to 
develop sales. They have wisely chosen Canadian 
daily newspapers as their basic advertising 
medium and the results over the past few 
years have proven their judgment to be sound. 


In Canada we now see a wider range of British 
goods than ever before—such well-known names as: 


Burberry Coats, Aquascutum Coats, ‘ Daks’ and 

a Dunlop Slacks, Pyramid 'kerchiefs, Tootal 
Fabrics, Harris Tweed, Horrockses Cottons, 
Viyella, Aertex, Lilley and Skinner and Dolcis 
Footwear, Cadburys and Rowntrees, Huntley & 
Palmers, Peak Frean, McVitie & Price, Lyons 
Tea, Sharp's Toffee, Spratts Dog Food, 
Austin, Hillman, Jaguar, Morris, Standard and 
Vauxhall Motor Cars, Raleigh Bicycles, Bisto, 
Yardley, Andrews and Enos, Brylcreem, Boots 
products, Dettol, Disprin, Colman Keen and 
Reckitt products, Goblin Vacuum Cleaners, 
Addis Toothbrushes, etc. 


These and many more are all enjoying an ever- 
increasing consumer demand and are advertisers in 
the Southam newspapers. 


If you are contemplating this prosperous market 
please communicate with our London representative, 
Mr. F. A. Smyth, 34-40 Ludgate Hill, London, E.C.4. 
Phone: City 2784. 


THE SOUTHAM NEWSPAPERS 
OF CANADA 


The Hamilton Spectator 
The Winnipeg Tribune The Medicine Hat News 
The Edmonton Journal The Calgary Herald 

The Vancouver Province 


The Ottawa Citizen 
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© HOW PRINTERS CAN AID THE BIF continued 


FEBRUARY 18, 1954 


that the services of a designer 
were necessary. What a pity! 
Here are some of the bad 
points : ' 
® Cover is ugly; there are better 
ways of reproducing an inn 


Man 

® Margins are almost equal; the 
type is just marae into the 
pages instead of being archi- 
tectured. 

® Some half-tones have a single 
black rule round them, some 
have a double rule, some have 
no rule; there should be a 
coherent style. 

® Plantin 110, an obvious choice 
for art paper is nevertheless 
unimaginative for a book of 
this kind; and extra leads be- 
tween paragraphs make white- 
alley eyesores. 
There is one good point that is 

unusual—the foredge corners of 

the book are rounded. 


Lighting the Abbey 


AN EXCEPTIONALLY handsome 
cover graces a booklet recording 
the part played by Holophane 
Ltd. in lighting the Abbey for the 
coronation. The stock is a satin 
finished peetese paper on 
which white fleurs-de-ligs are 
printed in an all-over pattern; 
there is an ellipse of white carry- 
ing the title surmounted by a 
black crown and the desi is 
finished off below by a Black 
scroll. It has life without sacri- 
ficing dignity. 

Before the war we used to have 
lots of fun with fancy cover 
papers. Now that the range is 
expanding again I shall expect to 
see more experimentation. 


Silk screen programme 


Apropos—silk screen printers 
do seem to be striving for origin- 
ality. I have reported several 
efforts over the past few months. 
The latest is a “Ladies’ Night” 
sae for the Liverpool 

ranch of LS.M.A., produced by 
Screenprints Ltd. is has a 


rinters have 


German 
some brilliant, fascinating print 
to promote trade fairs this year 
in Munich and Cologne com- 
pared with which the material 


produced 


for the BAF. is, in’ Brian 
Hilton's words, “cold _ rice 
pudding .. . and who will trave! 


hundreds of miles for cold rice 
pudding.” 


white flock cover with oblique 
blind-embossed lines and a clear 
circle for the printing of the title 
in red and pink. The whole of 
the inside is screened in pink 
stripes, purple panels, gold 
decoration and red 

A very effective job for a fes- 
tive occasion. I imagine that 
Lee & Nightingale had a hand 
in this job, which is designed 
with professional competence. 


© BABY FOOD ADVERTISING CAMPAIGN -continued 


advisable to use glass jars or 
miniature tins. 


addition, a mother can 

see the food through the glass 
before she buys it and, when it 
looks wholesome and appetis- 
ing, she gives it to her child 
with assurance. 


Fresh display material 


Great care is taken to keep the 
retailers adequately supplied with 
fresh display material and the 
company’s sales representatives 
personally supply each chemist- 
stockist with new display material 
(in the form of counter cards, 
display racks, window signs, etc.) 
four times a year. ese quar- 
terly promotion pieces are sup- 


plemented by leaflets which are 
displayed on the counter to be 
taken away by the consumer 


Doctors aid sampling 
_ There is, moreover, a con- 
tinuous samplin plan in 


operation by the company 
whereby doctors may send in the 
name of a new mother to whom 
the doctor is recommending the 
“Humanised” milk food for the 
new baby. 

Supplementing its infant milk 
foods, Trufood also produces 
two specially modified milks for 
adult use where medically indi- 
cated. Both these highly special- 
ised items are snaked in the 
lithographed pastel tins as used 
for the infant milks and are 
being extensively used in hos- 
pitals and by convalescents on 
the advice and prescription of 
doctors. 


a . ‘ . i eee! SA al 
aS a ee me Pid 
La ee = PC . 

-— aS 3 ie 
i a - a sk e: 
; gar, i “ 
¥ | “ Rid | > 
: : s oe 
‘ a 6 dia ieee 
A fe “a mt | : a 
hes = . be ial a : 
a ie |e ies 
r “ ; * a ae ; sl 1 7 a 
f 4 - : 7 oe a 
.* : is cet 7 “ 
3 ep a ( 3 
. ’ } nas tC PROT eI > ‘ 4 
a 
‘ ee 
1 : 
o | 
i | ‘ 
o. 
: ee ee 
‘ Glass jars were decided upon Bo 
: eas because of their fresh, clean 
oo appearance, and because many 
Beye’ consumers feel that foods are 
purer when packed in glass. In 
q : a 
* 
; s | 
ats one E 
a i et aa Oe ie Se _ 3 


SPRING NUMBER 


Published March 18 
Press Date Ordinary Advertisements March 10 


TEMPLE PRESS LIMITED 
BOWLING GREEN LANE, LONDON, E.C.; 
Terminus 3636 
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“Moving displays ? 


“COCOA 4 


comforts and satisfies 


ROTAIRS 


are used by leading manufacturers 
throughout the world. For work- 
ing samples write or telephone : 
The Information Dept., The Miles 

Griffin Co. Ltd. 
(AX. 


; 


\ Seats / 
THE MILES GRIFFIN- COMPANY LIMITED 
4, SEATON PLACE, HAMPSTEAD ROAD, LONDON, N.W.1. EUSTON 3941 
United Kingdam Memufecturing Pate 700429 and patented in al) leading countries. 


Commercial Artists’ Portfolio 


Raymond 


G 


ALTHOUGH not yet 23 years 
of age the artist to come 
out of the portfolio this time 
declares that “My first love is | 
the poster and showcard.” 
But he offers a sound reason 
for this preference: “ .. . both 
offer such great scope for 
expression.” 

is first job was in a small 
studio and he went straight from 
school. Most of the time, how- 
ever, was spent washing the 
palettes and on the water 
in the jam jars. e horizon 
seemed distinctly limited. Taking 
himself to the Borough Art 
School he _ studied under 
Eckersley and R. A. Brandt to 
both of whom he owes a great 
deal. While at the B.A.S. he won 
the Local Road Safety Poster 
Competition and a “British 


One of the drawings for a 
cookery book. Meylan did 
designs for the widely acclaimed 
“Mary warts © ed Hostess 


Insurance” poster of his toured 
the country. 

From art school he went to 
the Stuart Advertising Agency as 
assistant to George Mayhew. The 
thought of free-lancing had 
earlier crossed his mind but he 
let it go right ay without inter- 
ference. He had an inkling of 
the situation before but he says 
now that he is “firmly con- 
vinced” that everyone leaving art 
school should work in an agency 
for a few years: “It puts your 
feet firmly on the und after 
a wonderful spree of large spaces 


and little copy.” 
Stuart organ 


brand value 


cet the peee! 


re ee eT 4 
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es eee 

Re me ah clipe Senter Cnty 
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om ee te at 


While in isa- 
tion he gained a prize in the 
“Colour Posters Mean Business” 
contest. He then moved along to 
the Dolan Davis Whitcombe 
and Stewart Ltd., agency. And 
he is there now. 


. 


mend Bend eats alt ee ite 


rated 


A colour advertisement designed 


Recently he finished the job of 
by Meylan for Sound Boots Ltd. designing all the packaging and 
This artist feels that design in advertising material for the 
advertising would be more suc- British markets of R. Gordon 
Booth & Co., Ltd., and is at 


present retained by that firm to 
design for the export outlets. 


cessful if greater attention was 
given to its selling value by 
account executives. 


One of a series of showcards designed for the Marks and Spencer 
7) isation. Meylan considers that good design is good advertising 
See only if it ts truly representative and never conf the 
consumer. 
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oO © ; ie 
a new live outdoor advertising medium 
eo, 

Screen Sites 


The latest and finest form of outdoor film publicity 


INTRODUCING... 


—e 
{ 
eee 


For the first time in the world screen srres have adapted rear- 
projection, with certain exclusive modifications, for use in 

in colour or B & W advertising. Large screens, about 6 ft. x 8 ft., prominently placed 
and easily viewed from the street even in full daylight, 

4 From Films, Filmlets or Slides will show advertisers’ announcements in monotone or full colour 
—moving or still—s5o0 times a day and seven days a week. 

x 50 shows a day — Films or Filmlets produced for normal cinema showing can be 
7 days a week used for outdoor screening on scREEN siTes, This new 

advertising medium brings outdoor publicity to life. It is equally 
suitable for national campaigns or local advertising. 


First Soreen Site 


Now showing in the heart of London’s West End 


At 16/17 Coventry Street, Piccadilly Circus, London, W.1 
(facing down Haymarket) the first screen srre is already carrying 
the announcements of many famous national advertisers. 
From 12 noon—midnight, 7 days a week this arresting, 
compelling, action-getting outdoor publicity is reaching 100,000 
viewers per week at a rate of 2/- per thousand for Films 
and 1/- per thousand for Slides. 
Other screen srres will shortly be erected in selected provincial towns. 


For further particulars and details of exhibition rates write or phone: 


Screen Sites Ltd 


16/17 COVENTRY STREET, PICCADILLY CIRCUS, LONDON, WA. TEL: ORRRARD 5187/8 
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A free 


advertising site 


just where she 
enters the shop 


REDFERN 


ADVERTISING pyBBER MATS 


Advertising Managers with a sales problem on their 
mind would do well to consider these last minute re- 
minders at ‘point-of-sale’. Redfern Advertising Rubber 
Mats are welcomed by shopkeepers as part of the 
furnishing of the premises. They can carry your 
slogan, trade name or mark in any variety of colours ; 
they wear so well that they will always be left on dis- 
play ; and the site is a free and permanent one—gladly 
given by the retailer. 


DOOR MATS - FLOOR MATS 
COIN MATS - DARTS MATS 
BOWLS MATS 


Write for folder ‘Are you 
using these F REE advertis- 
ing sites yet?’ It gives com- 
plete details and examples 
in colour of these perm- 
anent ‘point-of-sale’ re- 
minders. Perhaps they 
could help to solve 
your sales problem, 


<I 


Limivtrteonb 
HYDE - CHESHIRE 
Arther Upton Service 


Reorecrnn's RUBBER 
NATIONAL ADVERTISERS’ 
TP 


Fepsruary 18, 1954 


Public Relations 


This is a case-hist 


comprehensi 


ONE day last September an 
elderly motorist in an 
ancient mackintosh and peaked 
cap drove into London in—or 
more accurately, on —a 50- 
year-old, single-cylinder motor 
car. 

Newsreel cameras, mounted 
high on the roof of a van, pre- 
ceded him, recording for cinema 
audiences his arrival at Crystal 
Palace where press photographers 
and B.B.C. television cameras 
were waiting. As the veteran 
motorist switched off the panting 
engine of his horseless carriage, 
all the modern machinery of 
national publicity from press and 
cine-cameras to microphones and 
notebooks went into action. 

A publicity stunt? 

A stunt is a self-conscious sort 
of affair staged with the sole 
object of attracting public atten- 
tion. But the motives that 
prompted Frederick Stanley 
Bennett to take the windy, rainy 
roads in his 80th autumn, had 
nothing to do with publicity for 
publicity’s sake. 


Endurance test success 


In September 1903 as a 
pioneering motorist, he had been 
one of the few successful con- 
testants in an official endurance 
test. He had completed the 
eight-day course of over 1,000 
miles in a_ single-cyl:nder car 
which he had lately imported 
from the U.S.A., and it remained 
the favourite of all the cars that 
he owned in later years. So in 
September 1953 he commemor- 
ated his motoring triumph of 50 
years ago by taking the same car 
over the same course under the 
official observance of the Veteran 
Car Club of Great Britain. This 
was an even greater test than the 
1903 trial for neither car nor 


driver were exactly in their 
prime, and the latter, in his own 
words, had “no spare parts, 
either.” 


Well, you say, what sort of a 
car was it? 
That is what all the motor- 
ists wanted to know; what 
readers 


to know. And being more or 

less in touch with what the 

public wants to know, most 

news editors wanted to know 

it, too. 

Unless a story about a product 
arouses in the minds of news 


editors and public this genuine 


How an old-time car was 
made top-line news 


relations operation 


ory of a successful press 
carried through by HUGH “SAMSON a \eatie relations account 
executive with Foote, Cone and Belding Lid. An energetic and 
ve approach raised a 56-year-old-car to the headlines. 


interest in the identity of the 


manufacturer, then “a mention” 
is nothing but _ ill-deserved 
charity. The British press is 


rightly uncharitable; all puffs are 
spiked with unrivalled ferocity. 


A news story 


When my organisation was 
retained by General Motors Ltd. 
to handle publicity for Mr. Ben- 
nett’s venture we regarded it as 
a news story which must stand 
or fall on its own merits. More- 
over, we knew that we could 
safely treat it as a story not about 
the car, but about the man. 
Publicity for the car would 
follow as inevitably as the news 
editor's question, “Well, what 
sort of a car is it?” National 
papers, provincial dailies and 
weeklies, magazines, newsreels 


: Beautifyingthe platform 


In an endeavour to keep British 
railway stations and trains tidy 
notices appealing for the public's 
co-operation have been fitted to 
refreshment baskets carried by 
station platform sales staff. 


and the B.B.C.—normally ultra- 
cautious in publicising competi- 
tive products—all happily identi- 
fied the car. Editorial spikes 


Se hun 
a of this press rela- 
8 operation were good be- 
material was good 


Such, mercifully, is the quality 


of the British press and radio 
that the success or failure of 
PR material is, 


if competently 
handled, directly attributable to 


its interest-value. 


@ Continued on page 342 
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t Limited 
i Re eC TS 


Kiddicraft Ltd. is under 
the direction of 

Mr. Hilary Page, 
whose books you may 
have read and whose 
radio talks on children 
and their toys you 

may have heard. 


Kiddicraft ‘Sensible’ Toys 
are designed entirely 
from the point of view 

of the requirements of 
the child at the various 
stages of its developments. 


Toys are the tools 

of childhood. 

Kiddicraft ‘Sensible’ Toys 
possess a maximum 
amount of interest and 
play-value, but they 

teach and encourage the 
essential faculties. 


Kiddicraft ‘Sensible’ Toys 
are moulded from 
PLAY-PLAX, the new 
ideal plastic material 

for toys for babies and 
young children. 


PLAY-PLAX is completely 
hygienic and can be 
washed daily in hot 

soapy water 

The colours are an 
integral part of the 
material and not the 
slightest trace of colour 
can be removed even 
with constant biting, 
sucking and gnawing. 


PLAY-PLAX is light in 
weight, very attractive 
in appearance with its 
wide range of lovely 
translucent colours. 


Kiddicraft ‘Sensible’ Toys 
for Babies 
and Young Children 


O1REcTORs 
CANADA: 166 King Street West, Toronto 


ADVERTISER'S WEEKLY 


Kiddicraft 


KENLEY- SURREY: ENGLAND © PHONE: UPLANDS 2255 


Please reply to— 
KIDDICRAFT LIMITED, 
66, Barkston Gardens, 
Kensington, Londen, S.W.5. 


eR 
FREmantle 4,08 


Cames: 
“Kiemrenarr, Lonoen.” 


HFP: SAB 12th November, 1953. 


Brian Edsall, Esq., 


dy ad ctor," 
- House, 
Tavistock Square, 
LONDON, W.C.1. 


Dear Mr, Edsall, 


I should like to tell you that we are exceedingly pleased 
and very impressed by the number of applications for catalogues 


received from a recent advertisement in we,.siv Do » where 
you enclosed a separate card allowing nothete o make application 
to you for the catalogues required. The total number of applica- 
tions received up-to-date is zee, and this is a far greater 
number than we have ever had from any one -previous advertisement 
in any national magazine or newspaper, 


Yours faithfully, 
KIDDICRAFT LIMITED, 


(4, 2. Qe 


Managing Director, 


Sw Gna Gy # PAGE c ww at Gti 8 ” OvaRReitt 
FRANCE: 19 Rue Turgot, Montmartre, Paris, 9 
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PUBLIC RELATIONS : OLD-TIME CAR -continued 


Then A al the need for PR 


number — frequently 
have neither the time nor the 
to handle their own press 
relations and prefer to pass this 
work over to specialists. For 
however good the material may 
be, it must be given in the right 
form, at the right time, to the 
right people. 


All this happened 
that involves a lot of 
briefed on 


the following 


arranged with the police; tele- 
phone conversations with every 
national news desk, wire 
agencies, B.B.C., newsreel com- 
panies and London news desks 
of provincial papers; conversa- 
tions with photographic 
agencies; press release _ 
pared giving the story in brief 
and attaching background in- 
formation; facilities arranged 
for press to meet Mr. Bennett 
on the eve of his attempt; 
coverage of the run arranged 
for trade and technical papers 
unable to cover for themselves; 
tele 
wit 

local 


me conversations held 
news desks of the many 
pers through whose area 
Mr. Bennett would be driving 
during the eight s, and 
photographs arranged for those 
without adequate facilities. 
Thereafter those agencies and 
papers who asked for them were 
given day-to-day progress reports. 


Arrangements for finish 


Three or before the end of 
the run all those likely to be 
interested were informed of the 
arrangements made for coverage 
of the finish. 

The result of this thorough 
routine was that newspapers and 
magazines whose circulations 
topped 16 million carried the 
story; the B.B.C.’s Radio News- 
reel gave a five-minute interview 
with Mr. Bennett and their news 
bulletins reported his success; 


342 


television viewers saw the finish 
and heard another interview with 
Mr. Bennett; and cinema-goers 
all over the British Isles saw the 
completion of the commemora- 


tion drive. And practically all 
these people heard, saw, or read 
for themselves the name of the 
car. It was a Cadillac. 


Se eee ee oe oo, 


r 
‘ Complete coverage 
' 


asi 


picrunso here is Betty Paul, the 
new TV discovery, taking ad- 
vantage of the new service given by 
Achille Serre, the dry cleaners. Un- 
prepared for the change in weather 
she is borrowing, from an angelic 
boy, an umbrella, free of charge, 
which she may retain until it can 
be returned at her convenience. 
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A’ PART of the 1954 publicity 
gn for men’s hats, a 

“Hat Week” in one of the 
am provincial cities is to 
organised as an experiment by 
the Hatters’ Information Centre. 
Press advertising will 
tended during the year to — 
spring and one in the autumn 
with emphasis on retail outlets. 


A booklet is to be produced 
for retailers, outlining the main 
considerations involved in the 
best way to display and sell hats. 
Salesmanship will be stressed at 
the annual convention to be 
held at Buxton. There will also 


Enlargements 


made by Autotype will be seen once more at all the 
principal exhibitions this year. Clients come to us 
again and again, They like our work, rely on our 
promises, appreciate our friendly and intelligent 
service and mark our invoices “O.K. for payment” 
with satisfaction knowing that we charge fair prices 
for good work well done. 

Autotype enlargements are made in all sizes up 
to 80 sq. ft. in one piece, in singles or runs, in 
black and white or colour, mounted or unmounted. 


Imagination provides the only limit to their uses, 


af 


Transparencies 


are given specialised care by Autotype with their 
“know how” and up-to-date equipment, Consisting 


of enlarged photographs 


on 


special material 


cemented on to glass or textile and illuminated ‘rom 
behind they forrn effective eye catchers anywhere. 
They can be made from a negative, print, art work 


or colour film. 


The Autotype price list together with an illustra- 
ted folder,“Are you interested in giants?”, are 
yours for the asking. Or you may prefer to give 
us a trial order. 


MOST of the really good ones are made by 


Autotype-= 


THE AUTOTYPE COMPANY LIMITED, BROWNLOW ROAD, WEST EALING, LONDON, W.13. 


EALING 2691-2-3 
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MULTIPLICATION 
REPRODUCTION 


REDUCTION 


A savour w be adeped © 


different sizes, using existing artwork 
—turn to your Mervac. A number 
of rush photoprints — turn to your Mervac. An urgent litho plate for the “ office offset” 
—turn to your Mervac. An accurate copy of an illustrated document — turn to your uv 
Mervac. It is as versatile as the Knight, and has as wide a range as the Queen; yet it 
remains on its own small square of floor-space all the time. There are several models ; 
ask us which will best suit you. Grant Production Co. Ltd., 

4 Rathbone Place, London, W.1 
(Museum 8717) 


0 MODERN WAYS TO MORE SALES 
mz : Many of the most striking 


= advertising and industrial films 
you have seen and heard 
were planned by 


EMPIRE FILM PRODUCTIONS 
ASK FOR FURTHER PARTICULARS 


Most of the familiar illuminated \ a ; aT 
displays and signs that catch = ms 
your eye at the point-of-sale | thane 


desi 7 - 
aii: pila WU Hifi NSS 
HERVEY & GOODMAN LTD. 


Send for illustrated leaflet in full colours 
THE ADDRESS OF BOTH COMPANIES IS:— 
RADNOR HOUSE, 93/97 REGENT STREET, Ww.lI. Telephone: MAYfair 9901 
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THE SOUTH-WEST IS ONE OF 
NORWAY’S RICHEST AREAS 


it you fly to Stavanger you will land at one of Europe's 
finest airports and toke your pick of excellent modern 
hotels. 


for Stavanger is a great exporting city, centre of Nor- 
way’s canning industry and of a well-to-do area with 
large-scale fisheries and prosperous farms. 


STAVANGER AFTENBLAD, one of the three big regional 
papers published outside Oslo, dominates the whole of 
this wealthy area. If is essential to every national 
odvertising campaign in Norway. 


Sfavander x2: Affenblad 


BLADET FOR ROGALAND 


Net sale 31,930 daily 


Exclusive U.K. Representatives: 


Joshua B. Powers, Lid. 
14. COCKSPUR STREET. LONDON, S.W. 1. 
Tel. WHI 33 66 


NORWAY'S FOREMOST 
ADVERTISING MEDIUM 


Aftenposten enjoys an impregnable position 
among Norwegian newspapers, excelling in 
circulation as well as in volume of adver- 
tisement matter. 

The signal success of the paper is amply 
demonstrated by the pre-war and post-war 
circulation figures: 


Ordinary Saturday 
Morning Morning Evening 
Edition Edition Edition 
1939 89,525 112,957 74,012 
1952 145,131 164,146 122,361 


In other capitals it is frequently the case 
that two or more papers compete for ascen- 
dancy. In Oslo Aftenposten is unrivalled, no 
competitor seriously challenging its position. 


flenpofien 


Oslo— Norway 


Advertising representatives: Joshua B. Powers Ltd, 
14 Cockspur St., London, S.W.1. Tel.; Whitehall 3366 


Stable prices and greater 


Fepruary 18, 1954 


buying noted in Norway 


Reliable reports indicate that the volume of imports into ge 
will rise by some nine per cent during the period up to 1955. 
This is a valuable and reliable market. 


HEN he rose the other 
day to present his 1954-55 

budget proposals to the Nor- 
wegian Parliament, Finance 
Minister Trygve Bratteli had 
no story of decline and depres- 
sion to tell. The achievement 
had been good and the pros- 
pect was satisfactory. 

Production last year, he said, 
had risen by about 2.5 per cent. 
Despite increased defence expen- 
diture, private consumption had 
risen by 2.5 per cent and invest- 
ment by seven per cent. Prices 
had been relatively stable. 

Those are the main features 
brought into view when Norway 
is to-day drawn into focus. They 
represent the essential back- 
ground data needed by exporters 
and advertising agencies intend- 
ing to increase or begin trading 
with that country. 


Record housing figures 


Within this overall settin 
three points are worth specia 
emphasis : 

@ The number of new homes 
completed in Norway last 
year has been estimated by 
the Housing Directorate at 
34,000, This represents the 
largest number completed in 
any year since the war. In 
1952, 32,600 new homes 
were completed and in 1951, 
21,000. 

® The production of paper last 
year was about 510,000 tons 
—about 43,000 tons more 
than in 1952 and almost 
—_ to = pe output of 

out 4 of 
chemical by was 
about 535,000 tons--40,000 
tons more than in 1952 and 
more than in any other year 
since the war. 

®@ New hydro-electric generat- 
ing Capacity amounting to 
320,000 kilowatts was com- 
pleted in 1953. This was a 
record amount. The authori- 
ties hope to instal new 
capacity on the same scale 


in each of the mext four 
years. By comparison -~ 
the 25 _— u 

liberation 1545 


NORWAY 


capacity was introduced at 
the average rate of only 
40,000 kilowatts a year, 


The latter point highlights the 
industrial and domestic consumer 
expansion and potential of the 
vr As to the second point, 
Jean Michelet, director of the 
timber-processing concern, 
Union, has recently said that the 
market for timber products is at 
present satisfactory: “With our 
three largest newsprint customers 
Denmark, Britain and France, we 
have concluded contracts for the 


Standards in Norway } 


British “Standard 8” cars} 
are now being assembled in 
Norway b Norske 
Automobilfabrikken, Moss. 
These are the first cars to be} 
assembled in Norway since 
before oe war. A consider- 
able sav in currency is 
pee Be | All the parts— 
4,000 for each car—are im-; 
ported from Britain. At 
present it takes 100 hours to 
assemble one car, but it is 
¢hoped to reduce this to 70 
ft hours in the course of a few! 
} months. 


whole of the first half of 1954.” 

As to foreign trading, the 
latest report on Norway issued 
by the Organisation for 
European Economic Co-operation 
draws attention to the forecasts 
@ Continued on 

page 345 


An example of the 


modern office and 


shopping centre 


type of building 
be seen in 
is 
Dobloug building 
in Oslo. 
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major American trade 


AM 


papers have carried a 
double-page spread advertise- 
ment from the Hotpoint Com- 
pany announcing a two-way 
guarantee on the new Mark 
313 deep-fat frying machine. 


The guarantee operates as 
follows : 

A refund of the full purchase 
price will be made in the first 
instance, if within 90 days of 
installation the fryer can be 
shown not to be operating in ac- 
cordance with stated perform- 
ance claims. Secondly, a free 
replacement guarantee covers 
the fat containers for 20 years. 

Supplementing a series of big 
prize contests for dealers, utility 
companies and operators in con- 
—— with this new appliance, 

+, campaign competi- 
tion or Hotpoint distributor 
specialists. 

A recent eight-page issue of a 
Hotpoint Company house — 
— a supplement design 

—_ promotion piece for use 
by all taking part in the sales 
rive. 


Reporting to ADVERTISER'S 
Weexk.y, Cecil Grahame, of the 
Advertising and Sales Promotion 
Department, stated that all-out 
advertising to promote the Mark 
313 is scheduled to continue 
throughout the first half of the 


Big U.S. ad cam 


launches rew fryer 


Nation-wide demonstrations em- 
phasise the new fryer's economy. 


—_ in all the leading American 
ood 


service trade papers. 


Belgium 


The weekly 9" 4 Le Soir 
Illustre has cancel 


ADVERTISER'S WEEKLY 


° * * 
paign When planning an advertising 
campaign in Southern Africa 
consult 
=... | 
> | f 
| 
| 
| 
MEWSPAPERS LTD 
| 24 Holborn, London, E.C.1. Tel. HOLborn 4144 
Cape Town CAPE TIMES 
CAPE TIMES WEEK-END MAGAZINE q 
Durban NATAL MERCURY 
SOUTH AFRICAN WOMAN’S WEEKLY 
Johannesburg RAND DAILY MAIL 
National SUNDAY TIMES 
SUNDAY EXPRESS & HOME JOURNAL 
DIE LANDSTEM 
SPOTLIGHT 
d the foreign FORUM 
* 


advertising rate and the local rate 
is now applicable to British ad- 
vertisers. The same change has 
taken place in connection with 
advertising in the newspaper Le 
Soir. The publishers assert chat 
the latter is read every day by a 
million people and that distrib- 
ution covers all social classes. 


e FOCUS ON NORWA Y -continued 


from official sources that during 
the period to 1955 the volume 
of both exports and imports 
(visible and invisible) will rise 
—by 10 per cent in the case of 
exports and nine per cent as 
regards imports: “The higher 
export volume will result in part 
from the expansion of pr 

tion capacity, in part from an 
improvement in market con- 
ditions: the increase in import 
volume will consist of increased 
import of ships.” 


A very good guide to the 
Norwegian a world is 
of 


the loose-leaf boo “Norsk 
Aviskatalog,” which gives the 
latest information ut the 


Norwegian drgegita, weeklies 
and magazines. 


Distribution difficulties 


Norway is geographically a 
difficult country for the distribu- 
tion of newspapers and for that 
reason the large papers are 
mostly restricted to the area of 
- town where they are printed. 

pers published in Oslo, 
my do not in general cover 
Bergen and Stavanger, 
national newspapers, as under- 


stood in this country, are totally 
unknown. 

The largest newspaper is Aften- 
posten with a circulation of 
roughly 140,000 followed by 
Dagbladet which since the end 
of the war has made tremendous 
progress and is gradually coming 
up to the 100,000 mark. Impor- 
tant papers in other big towns 
are Stavanger Aftenblad in 
Stavanger, and Bergens Tidende 
in Bergen. 


Rise in magazines 


An interesting development in 
the Norwegian publishing world 
is the extraordinary increase in 
circulation of the magazines. 
Norsk Ukeblad, the popular 
weekly for instance has a circu- 
lation of 325,000 and when one 
takes into consideration the 
limited population (about 
3,400,000) of Norway, this is a 
tremendous circulation for a 
magazine. There are also other 
illustrated journals, whose cir- 
culation varies between 250,000 
and 300. 

* They ‘are sold all over Norway 
and undoubtedly they are an 
essential part of any Norwegian 
advertising budget, if one wishes 
to cover the w country. 


PHOTOPRINTING 


ON GLASS ee] 


POINT OF SALE AIDS. 


ADVERTISING MIRRORS AND TABLETS 
DISPLAY STANDS @ HANGING SIGNS 
Line and half-tone designs in MIRROR-SILVER-PRINT 


Ask for quotations ~- NOVOLOR LTD., 
Works: Trading Estate, Bridgend, Glam. 


London Office: 4 Carlisle Avenue, London E.C.3, 
Phone: Royal 6828 (three lines). 


ADVERTISING MIRROR MANUFACTURERS 


STUDIO 
BRIGGS 


ARTISTS AND 
PHOTOGRAPHERS 
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ADVERTISER'S WEEKLY 


Review of Poster Advertising 


Exhibitionism is 
not enough 


Yy Sars and years ago, when 
I was about 19, I worked 
in the advertising department 
of a London store. Needless 
to say, at that age I was 
bursting with bright ideas and 
pregnant with prose, a master 
of the ineffectual gag. 

Needless to say I was gagged. 

When to my amazement an 
disappointment the bluff sales 
manager quite literally tore strips 
off my copy, I occasionally ven- 
tured to remark, “But Mr. 
W-—, it might have—well— 
gained attention.” To which he 
would reply, “Eh, lad, you can 
gain that by taking your clothes 
off in Piccadilly Circus!” 

Even to-day advertising cannot 
free itself from a form of exhi- 
bitionism which I am gure leaves 
the public stone cold. 

It is as well to remember 


The poster announcing Jell-O, 
the new Birds tablet jelly, is re- 
markable in three ways. 

First, it is visually excellent. 

The skilful use of red and 


past few weeks has illuminated 
the Breughel-like winter scene 
and refuses to pass unnoticed. 

Secondly, as a pure an- 
nouncement of a new jelly, the 

ster is unexceptionable. It 
s hard to quarrel with the 
words “It's new!” “It's 


So far, so good. But there is 
a third feature of this job: a 
small boy with a 

megaphone shout- 

ing the words 
“Froot-toot- 


necessary 


back up the 


Visually _ this 
poster for Jell-O 
is excellent. The 
gay splash of 
colour (produced 
by a clever use of 
red and yellow) is 
brightening up 
many @ site these 
dull and_ chilly 
days.. It is also 
good as a pure 
announcement of 
a new product, As 
Stuart Lewis says, 
it is hard to quar- 
rel with the word- 
ing--except for 
“Froot toot 
tootier.” And why 
the boy with the 
maddening device? 


STANDS FIRST AND 


TA ES ORO 


FOREMOST IN 


The sheer incon- 
gruity of this Tide 
poster, which as- 
sociates a Red 
Indian lady and 
three offspring 
with a detergent, 
is bound to com- 
mand attention. 
Tide advertising 
never fails to have 
a go—but in this 
case is it not too 
bewildering? 


“fruitier” claim for Jell-o, some 
stronger reason-why or even 
emotional appeal could have 
been found. If it was decided 
that whimsy was the right line, 
at least we might have been 
spared froot-toot-tootier. 
Perhaps the creators of this 
campaign are feeling their way 
towards a new form of adver- 
tising the essential ingredient of 
which is sub-human interest. 


' 
. 


spotless / | 


The new Surf posters again fea- 
ture first rate mother-and-child 
photographs. 


Who knows, there may be a big 
future for this in selling suc 
goods as hand-painted ties. 

Ak * * 

NE virtue of Tide 

is that it never fails to have 

a go, even if sometimes it goes 

half round the bend. The new 
@Continued on page 348 


ee . 


, he 
this 


Underground 
Lewis warns alb gentlemen to 


Noting “teaser” on the 


escalators Stuart 


keep their seats. The reason 
why is on page 348. 


AND PROVINCES — 
; AR 2468 
BRANCHES 


112 HIGH HOLBORN, W.C.1. 


MANCHESTER BIRMINGHAM 


G. L. McLELLAN - DIRECTOR 


PRINCIPAL WATFORD SOUTH COAST 
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For sites worthy 


of your poster 


Consult 


S heffields 


Publicity House, Cornwall St 
Birmingham 
Phone: Central 3784-5 


POSTERS 
in Dress Rehearsal 


Y So many des of pleasing appearance ae 
UMMM ory oN inane ys cag fail miserably 
when they appear in full size on the hoard- 
ings, in company and in competition with 
other posters. Sheldons take great pains to 
ensure the final production will prove 
effective, and invariably have the design 
enlarged to full size, and placed on a 
selected hoarding, where the critical eye es 
can correct any weakness before the actual y ~ “reader”, to a degree 
printing is begun. Many National Advert- 
isers owe their success to Sheldons 113 unobtainable by any other 


ee ‘GFA medium. Mills & Rockleys 


Have you had a copy of “ MAKING A GZ would be pleased to discuss planned 
POSTER”? Application on business note- | 


paper will ensure a copy by return. poster advertising with you. 
The Mills & Rockleys Area. 


Sfeldons Tt | mits & ROCKLEYS LTD 


Established 1840 


HELD STRE Poster Advertising Contractors 
5 On a Qeen BT, LEEDS, 1 Administration : 21 Queen Road, Coventry 


repeats your message to each 
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ADVERTISER'S WEEKLY 


These newspapers have the qualities 


essential to successful advertising campaigns 


in E. Hampshire and W. Sussex 


PORTSMOUTH 


Hampshire | Chichester 
Telegraph | Observer 
& Post Series 


They have reader-confidence, and wide residential, 
industrial and agricultural areas. 
They 


have PULLING power, and their readers have 
SPENDING power. 


Do not fail to include these media in your 
advertising appropriation for the South Coast. 


LONDON OFFICE:— 85 FLEET ST., E.C.4. Telephone CENtral 2845 


3000 


PREDOMINANT SITES IN MANCHESTER 
AND ITS WEALTHY DORMITORY AREAS 


MANCHESTER POSTER SERVICES L1., 


27, 29, 31 Bootle Street, Deansgate, Manchester 2. 
Telephone: BLAckfriars 9211 (3 lines) 


The “Newer Look”’ for 
your Posters in 
N. & N.W. LONDON 


PADDINGTON 0186/7 


G. F. KRUSE LIMI 
37 SPRING STREET, W.2 
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© EXHIBITIONISM IS NOT ENOUGH -~continued 


A modern version of a popular 
pre-war advertising pun. 


poster of a Red Indian woman 
with three children on her back 
is a fair sample of the Tide 
technique. The sheer 

of associating a Red Indian with 
a soapless detergent is bound to 
gain attention. 

But what is the point? Why 
Red Indian rather than, say, 
Hottentot or Hindu, or for that 
matter the Red Queen or an 
Abominable Snow-woman? 

It is all very fine to produce 
a poster idea which makes 

ple look and think, but if it 
eaves them bewildered they are 
apt to overlook its main message. 
How many members of the 
public, having seen this poster, 
could quote its slogan “Tide 
washes clothes cleanest”? 

Compare this with the Surf 
series, Whereas Tide have 
striven, very laudably, to get 
away from pop-eyed housewives, 
Surf continue to show their 
wonderful mother - and - child 
photographs. True, in detergent 
advertising it is difficult to go 
one better than Surf at the 


| ondh to the taste tothe throat 


This Stanley Matthews poster for 
Craven ‘A’ is an integral part of 
the Masius & Fergusson adver- 


tising campaign for this brand 
| Of cigarettes. The tangerine-red 


of the shirt matches up well with 
the bright red of the packet. 


moment, but maybe Tide are 
trying a bit too hard. 
* * 


+ 
Cyst those in the older age- 

groups will remember a 
poster for a well-known stout 
(Whitbreads 1 believe) which 
showed a giant bottle floating 
like a Zeppelin over London 
The slogan “All over London” 
was typical of the rather simple 
pun so popular in advertising 25 
years ago. 

A modern example of this is 
to be seen in the current R.A.F. 
poster where three ‘planes are 
shown in a vertical climb. Here 
the slogan is “Above all. . 
R.A.F.” 

* x * 
NDAUNTED by winter 
winds and snows, a 

summery-looking teaser has ap- 
peared on the escalators. On a 
sandy background with a starfish 
are the words “SHE will go 
down to the sea in?” Well— 
our guess is as good as mine, 
ut I have a strong feeling that 


ey SLI 


j 
appeal 
is 


{- 
SWIM WEAR 


RAG RS... Rech a OY ms 

Here it is! All gentlemen may 

now resume their seats. The 

“teaser” was probably well 
worth it. 


Slix are preparing us for an 
early launching of the new 
season’s bathing belles. Keep 
your gentlemen. 

* 


* 
x RAVEN ‘A’—as smooth as 
the footwork of Stanley 
Matthews.” The trouble about 
allusive advertising is that it is 
often quite elusive. In other 
words, it is important to decide 
whether one is selling Stanley 
Matthews as a good footballer 
or Craven ‘A’ as a good smoke. 
* K Ba 


PS. Having inadvertently 
left a brief-case containing this 
article (untyped) in a radio 
taxi-cab, I immediately tele- 
phoned H.Q. and told them 
the sad story. Within half an 
hour they had contacted the 
driver by radio and he had 
delivered the brief-case to my 


office. 
That is service. 
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This diagrammatic ster, 
Railways, sets out the 


issued by the Eastern Region, British 
basic facts concerning an important link in 


the system. 


Spotlighting the sidings 


QUAD -ROYAL _ poster 
recently issued by the East- 
ern Region, British Railways, 
features Whitemoor marshalling 
yard, near March, Cambridge- 
shire, a vital link in the system 
of freight movement between 
East England and the North. 
Designed by F. Donald Blake, 
it records that Whitemoor has 70 
miles of sidings, covers an area 
of 250 acres and handles about 
7,000 wagons every 24 hours. 
The system of working at 
Whitemoor, portrayed in the 


| Seaside special 


‘ 


SS ee 
RAMSGATE 


ee pre + met come + 12 ercmdih nm wammaans noomnany 


This double crown poster which 
has been designed by Richard 
Potts & Partners Ltd., and drawn 
by Edward Lander, is being used 
by the Borough of Ramsgate for 
this year’s holiday season. It 
is being displayed on _ sites 
throughout Southern England in 
conjunction with hand-painted 
signs. Effectively linked up are 
the beach, the now well-known 
ram, a gate—and the sun. 


poster, gives an insight into the 


methods used to speed rail move- | 


ment of 
minerals. 


freight, coal and 


Very busy system 


A daily stint of a million tons 
of freight and the carrying of 
77 per cent of all the deep-mined 

Min Great Britain needin 
transport are facts which len 
substance to the claim made in 
the poster ‘that the British Rail- 
ways contate is the busiest in the 


BATH =<: 


For free guste poly Soom No. | 


TRAVEL BY TRAIN a 


This new poster by Gordon 
Nicoll has been produced by the 
Western Region in conjunction 
with the Bath Spa authorities. 
The main feature is _ the 
Georgian character of the city 
but it may be that foreigners 
might be misled into supposing 
that within this venerable area 
the fashion pundits have had it 
too much their own way. 


ADVERTISER'S WEEKLY 


$A  — 


We should welcome your enquiries for 


* CATALOGUES 
* BROADSHEETS and FOLDERS 
* SHOWCARDS 


* THREE DIMENSIONAL 
CUT OUT DISPLAYS 


* POSTERS 
MODERN OFFSET LITHO AND LETTERPRESS 
PLANT + MAXIMUM SHEET SIZE 30° x 40° 
Specimens or personal call on request 
Wills & Hepworth Ltd 


The Angel Press, LOUGHBOROUGH 
LEICESTERSHIRE 
PHONE: 3421-2 LOUGHBOROUGH 


_enaamendl 


TRAPINEX 
for 
TRANSFERS 


Service and Quality 


TRAPINEX LTD 
176-188 ACRE LANE, BRIXTON, SW2 
BRIXTON 2057-8 
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ADVERTISER'S WEEKLY 


In this great Cup Final crowd in Toronto, Canada, are 
hundreds of businessmen who would be interested in 
the story of your goods, services, or equipment. 


How can you isolate these men and advertise to 
them? How can you do similar specialized advertising 
to all the other business men you would like to reach 
in the many other prosperous Canadian cities? . . . 


Within the 102 business periodicals in the B.N.A. 
you can find one, or a group, which will give you 
national coverage of any section of business, industry, 
or retailing in Canada. 


Each publication has a strictly audited circulation, 
and can carry your advertising message to exactly the 
men you wish to reach, without waste. These business 
periodicals are the quickest and most economical way 
to make business contacts in the vast distances of 
Canada. 


If you will write to this Association indicating the 

exact section of industry, business, or retailing 

you wish to reach, we will send you immediately 

sample copies, advertising rates, and audited ereat 
circulations of the publications which apply. (Cor- The emblem that 
respondence by air mail takes only a few days.) py of cease 


BUSINESS NEWSPAPERS ASSOCIATION 


OP CANADA 


137 WELLINGTON STREET WEST. TORONTO 


The problem of keeping outdoor advertising sites free of rust and 
corrosion is a serious one. This big site at Clapham Junction (picture 
by courtesy of Partington Advertising Co., Ltd.) is only one of a 
vast number subject to highly corrosive influences day and night. 


How to maintain outdoor 
sites free of corrosion 


N THE field of outdoor ad- 
vertising, two of the most 
obvious general principles for 
advertisement signs are neat- 
ness and unobtrusiveness—both 
qualities making an important 
contribution towards the effec- 
tive presentation of the subject. 
Where metalwork—usually 
either steel or aluminium—com- 
prises part or whole of such 
structures, the main threat to 
these qualities is rust and corro- 
sion. Moreover, it does not only 
mar appearances; it can, if per- 
mitted to develop, completely 
destroy a formerly handsome 
display. 
How does corrosion manage to 
attack the metalwork? 


Customary measures 


Paint—primers, followed by 
finishing coats—is the customary 
protective measure for metal- 
work against corrosion. But 
unless the metal surface before- 
hand is free from the slightest 
evidence of corrosive media, sub- 
sequently applied paint on iron 
or steel surfaces is already 
doomed. The signs of 


For effective resistance against wind, 
sens of metal struts. These are, 


trouble from this source are pin- 

int blisters over the paint 
Im. In time, moisture seeps 
through via these blisters and 
localised electrolytic action pro- 
motes further rust under the 
paint. This has a cumulative 
effect, leading to ever-expandin 
rust ‘patches and blisters until 
there is a general breakdown of 
the paint system. 


Deeply embedded rust 


Hand and mechanical wire 
brushing, scraping, and flame 
cleanin ng cannot remove deeply 
embedded or awkwardly placed 
rust patches that may be present 
on complicated structural items. 
Nor do they offer any protec- 
tion against re-rusting or provide 
a chemically clean surface even 
on areas accessible to this form 
of treatment. Nor do they pro- 
mote a surface which helps the 
paint to adhere. 

The problem of otecting 
steel, therefore, is threefold: pro- 
motion during rust removal of a 
chemically clean surface; rust 
proofing this surface; and pro- 


@ Continued on page 35! 
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This Dominant Sites, Ltd., illuminated bulletin board (50 feet by 
10 feet) is located at the junction of three roads in Harlesden. It 


has a visibility from some places of 300-400 yards. Background is 
yellow and the three-dimensional lettering and van is in red. 


viding some means of paint- 
metal anchorage. 

One answer lies in chemical 
pre-treatment by such processes 
as jenolising. In this the speed 
factor is impressive because rust 
removal, rust proofing and paint 
keying are perfo simul- 
taneously. It may be applied, 
therefore, before initial erection 
on site or during renovation 
work. 


Means of application 


An advantage of this process 
is that it may be applied not 
only by tank immersion or spray 
plant, but also unheated with an 
ordinary paint brush, thus bring- 
ing structural steelwork in situ 
within its scope. It removes not 
only rust from iron and steel but 
also oxides from non-ferrous 
metals. 

Any type of paint may be 
applied over the treated surface 
when dry. If, however, time 
is not allowed for complete 
drying, the solution may react 
with some commonly used types 
of primers and undercoats, thus 
destroying the effect they seek 
to achieve. Similarly, on large 
structures, retention areas such 
as rivet heads, seams and bends 
may retain the solution in such 
quantities as to need an imprac- 
ticably long time for complete 
drying. A sealing medium is, 
however, available which will 
combine with any residual solu- 
tion to promote efficient bond- 
ing and corrosion protection. 

This chemical sealer may be 
applied at any stage of drying, 


thus saving considerable time in 
renovation and rust proofing 
work. When the sealer is dry 
the normal painting systems can 
be applied. 

Non-ferrous metals, of which 
aluminium is widely used in 
display work, present different 
problems. As a general prin- 
ciple of maintenance, untreated 
aluminium requires periodic sur- 
face cleaning and this is particu- 
larly true of aluminium work in 
areas affected by strong chemical 
or alkaline influences in the air. 

One material, known as alu- 
minium cleaner and degreaser, 
may be used not only on 
aluminium and its alloys but 
also on magnesium om This 
powder compound may be mixed 
with water and brushed on the 
metal surface cold. Alternatively, 
for objects capable of bein 
dipped, it may be applied by tan 
immersion. 

Due to its oxide film and its 
pleasing natural appearance, alu- 
minium on both outdoor and in- 
door sites is often left untreated. 

One satisfactory pre-treatment 

ocess involves an aluminium 

eying solution now on the mar- 
ket. This differs from most 
similar materials in that it may 
be applied not only by tank im- 
mersion (heated and diluted), but 
also in its concentrated form by 
brushing on cold. Thus all types 
of structural items may 
treated without the laborious 
necessity of dismantling. More- 
over, the keying properties are 
such that it is used frequently 
when aluminium is to be bonded 
to some other material. 


Poster exhibition in Scotland 


8 ttn through major 
Scottish cities is the Inter- 
national Poster Design Exhibi- 
tion. One or two Scottish 
artists have work represented 
—including the prize-winning 
D. B. Urquhart, of Edinburgh. 

When he opened the show Dr. 
T. J. Honeyman, director of the 
Glasgow Art Gallery, declared 
that a poster done by a great 
artist could be a work of art. 
He also said that Continental 
artists showed far greater aware- 
ness of what was going on in 
the wider world of contemporary 
art than did their British con- 
temporaries. This was not neces- 


sarily a good thing. In fact, 
posters featuring abstract forms 
were almost certainly less suc- 
cessful as posters, essentially 
agents of compulsion and per- 
suasion, than those which had 
representational affinities. 


Yellow 

The theme to which the artists 
had to conform was “The poster 
is the only advertising medium 
that allows the qoungletaly suc- 
cessful use of colour on a large 
scale.” The predominant colour 
at the exhibition was yellow. 
Some 20 years ago, said Dr. 
Honeyman, it would have been 


* Business 
Readership 
Survey 
Dec. 1953 


Business 


There is still time two 
influence your best prospects in 
advance of the Fair by advertising 
in the specially enlarged May issue 
of BUSINESS which will be 
published six days before the 
Exhibition opens. 

The Top Industrial Execu- 
tives who form the bulk of 
BUSINESS readership will be 
buyers at the Fair—of everything 
which sells to Industry. Decide 
now to secure their interest in your 
exhibit with an advertisement in 
BUSINESS and make your space 
reservation immediately. 

FINAL COPY DATE—MARCH 25 


MONTHLY NET SALES 
EXCEED 


12,850 cons 


(ABC Certified, JULY-DEC, 1953) 
OF WHICH 


9I/ GO TO 


TOP EXECUTIVES 


THE JOURNAL OF MANAGEMENT IN INDUSTRY 


180 Fleet St. London EC4. 


Tel: CHAncery 8844 
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ADVERTISER'S WEEKLY 


Largest Net Sale in Kent 


KENTISH TIMES — 


WE DO NOT CLAIM 
to cover the whole of Kent, but in the 
thickly populated North and West areas the 
“Kentish Times Series” of eight papers has 
an average weekly net sale (A.B.C.) of 


81,825 


THE LARGEST IN THE COUNTY 
and at 23/- per s/c/i is 


KENT'S BEST MEDIUM | 


THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


SERIES 
Intensively cover the populous 
and prosperous area of South- 
West Middlesex 


42,499 


136 HIGH STREET 
HOUNSLOW 
Phone: HOUnslow 0016-7-8 


‘3 Wo. 360 


lendon: 
Ciitterd’s inn, E. 
Founder Memb 


Essex County 
Standard 
series 


(Nov. ABC) 


Largest in rural 
| ESSEX 


Production 
Processing 
Testiag 
Inepecting 
Finlehing 


Tee Beirisn 


If the product i 


~METALLURGIA 


JOURNA 


of ferrous or 
non-ferrous 
metals 


MUST CARRY YOUR ADVERTISING MESSAGE 


— 


— | 


THE KENNEDY PRESS LTD., 3! KING STREET WEST, MANCHESTER, 3 
LONDON OFFICE: 50 TEMPLE CHAMBERS, TEMPLE AVENUE, LONDON, E.C.4 


SILK SCREEN SPECIALISTS 


PROSPECT 8097 


The really 


best brochures and 
catalogues are illus- 
trated by... 


COMMERCIAL & TECHNICAL ARTISIS 


100 STAPLEFORD ROAD, LUTON 
TELEPHONE 3312 


| distribution plans 


IN MANCHESTER THEY AGREE THAT 


Pesruary 18, 1954 


‘Only the Beaver 


knows.... 


HANCES of a new Beaver- 

brook evening paper in 
Manchester this year are now 
rated at 50-50 in that city. 
And the most likely date is 
thought to be the opening of 
the next football season. 

Meanwhile rumours thrive— 
and cancel themselves out 
quickly. The latest one is that 
“The Beaver” has been warned 
not to expect a circulation ex- 
ceeding 100,000 for some 
years. .. . No one knows who 
warned him, or what he said. 

The cautious folk say: 

Nothing has been heard of any 
so the launch- 
ing date cannot be imminent. 

Others answer : 

Why should anything be 
heard? The Express transport 
fleet could be ready within 24 
hours. 

And then the 
develo 

Nothing has been heard of 
advertising plans, either. 

Answer: at proves nothing. 
An “omnibus” Express offer, an 
inclusive rate for all papers in- 
cluding the new Standard (for 


argument 


WILTON EVAN 


Manchester seems certain of the 
title) would have advertisers 
jostling for space. 

There are whispers that the 
Express group would have a 
branch office every five miles, 


| that their “stop press” equipment 


is so perfect that every race 
result would mean a new edition 
everywhere; and so on. 

Although Lancashire has 10 
evening papers there is still a 
good slice of the population 


| which does not take one, where 


| infiltrate. 


local loyalty is so keen that Man- 
chester papers find it hard to 
(Witness the unassail- 


| able position of papers like the 
| Bolton Evening News and the 


Oldham Chronicle.) 

Some think it is this potential 
readership which tempts the 
Express. Others, who know 
Lancashire, contend it cannot be 
captured by efficiency or blan- 
dishments, and that itimately it 
will be absorbed by strictly local 
evenings, like the one projected 
for Rochdale. 

The longer the Express venture 
is delayed the less likely it seems, 
to Manchester. The Evening 
News and the Evening Chronicle 
are tightening their organisation 


all the time. The Manchester 
Evening News, incidentally, now 
openly claims its five big pages 
of “smalls” make it “the greatest 
classified advertisement medium 
in Europe.” 

Amid all the rumours Man- 
chester is agreed on one point 
only. Everyone says: “Only 
The sor “onl knows. .. .” 

cg ae 

A wm UP in rhyme was used 
to publicise the Newcastle 
Journal's “tele-ad” service: 


HOORAY, IT'S MONDAY 
Monday _ morning, 
dawning, 
"an, if you but knew it, 
Make you sunny . . . make you 
MONEY! 
This is how to do it: 
As a seller or a buyer, 
Make a Tele-Ad do 
All the work, Then you can 
shirk... and 
Wouldn't you be glad to! 
We're satisfied that classified 
Advertisements repay. 
So try a Tele-Ad and yell: 
“It's Monday morn .. . hooray!” 
* ok * 


bleakly 


ENTERING the Peterborough 
works of the Cambridgeshire 
Times group of newspapers as an 
apprentice, John Frederick Shar- 
man represents the fourth genera- 
tion of the family to follow the 
newspaper business. 

He is the second son of 
Charles A. Sharman, manager of 
the Peterborough interests and a 
director and secretary of Sharman 
& Co., Ltd. John’s great-grand- 
father founded the family busi- 
ness and the Cambridgeshire 
Times in 1872. His grandfather, 
Algernon Sharman, is managing 
director and chairman of the 
directors of Sharman & Co., Ltd. 

Commencing with the one 
paper, the Cambridgeshire Times 
and March Gazette, the group is 
now composed of 10 papers, cir- 
culating in five adjoining coun- 
ties, with a net sale of over 
65,000 copies weekly. 

* * * 

PUBLISHED in the Hebridean 
Isle of Lewis, the Stornoway 
Gazette and West Coast Adver- 
tiser is probably the only local 
weekly in the world with an air- 
mail edition. Editor-proprictor 
James Shaw Grant started it at 
Coronation-time, last June, and 
it has been increasing in circula- 
tion ever since. 

Reason for its existence is that 
there are always over 1,000 
Lewismen at sea on long voyages 
—many of them now whaling in 
the Antarctic. They are always 
hungry for news from home, but 
the full-size paper rarely over- 
takes them when posted by 
friends to ports they expect to 
visit. 


So last spring Mr. Grant 
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any guests 
Aree ve c one day, 


Pop in a *Pre- paid “mae tho why! 


feree Fetes Gortece 


This novel method of publicising their 


recently by the “Irish Press.” 


“tele-ad" service was used 


For the past two years the “Irish 


Press” has been accepting classifieds by telephone. 


decided to cater for them speci- 
ally. Without advertisements, and 
without headlines, which are 
replaced by heavy type for open- 
ing words of each item, the 
Stornoway Gazette Air Mail 
Digest gives a full budget of 
home news printed in six point, 
close-set on regulation air mail 
letter forms. Mr. Grant loses a 
little money on it, but feels it is 
a service worth performing. And 
it must be building boundless 
goodwill. 
* # a 

TWO FEATURE pages on profit- 
able poultry eeping, food, 
houses and appliances, in the 
Darlington and Stockton Times 
carried 2384 column inches of 
advertisements ranging from two 
liners offering two bronze turkey 
hens to displays of this calibre: 


passed the 


Incidentally, the Darlington 
and Stockton Times has cele- 
brated the easing of newsprint 
restrictions by reverting to a 
wider column and more general 
use of a larger body type. 

ok * * 


LOCAL BIG-WiGs are often 
featured in pen portraits or 
camera studies in their local 
papers. 

The Croydon Advertiser goes 
one better. It publishes portraits 
of local folk which are specially 
drawn by an artist, and it 
chooses the ordinary people. 
Recently 81-year-old Mrs. Lilian 
Grimmer was shown wearing her 

int apron. Readers were told 
Conte details. For exam 


“Well known for her little acts 


of kindness, Mrs. Grimmer is 
fond of her garden, and often 
ives bunches of flowers to her | 
riends. At Christmas her other 
interest, knitting, enabled her 
to give hand-made scarves as 
presents. 

“A widow since 1939, Mrs. 
Grimmer has four daughters. 


Her late husband was a baker, | 
and his mother kept the old pork | 


ie shop in South End, where the 
lue Anchor now stands.” 

My guess is that gossipy bits 
like this cause more stir and 


comment eee | than chit-chat | 


about the “notabilities.” 
ao oo a 

QUICK W®@RK pays good 
dividends. 

When a local councillor was 
charged with theft at Berwick the 
Berwick Journal was on sale a 
few minutes after the hearing 
concluded with a report of over 
three columns. This enterprise 
resulted in increased sales. 


Of course it does more than | 
that. It reminds the readers that 


the paper is on its toes. 
* ce * 

IN CONJUNCTION with a proposal 
by Southport Corporation to 
launch a_ large-scale Easter 
Parade, the Southport Visiter is 
to organise a window dressing 
competition for shops within the 


borough. 

The competition will be | 
divided into four classes—Easter 
bonnets, Easter apparel, Faster 


fooiwear and Easter flowers. 

In addition to prizes for win- 
ners in each of the four classes, 
the Visiter trophy will ove 
awarded for the best dressed 
window in all classes. 

* * 

A PULL PAGE in the Exeter 
Echo and Express was devoted 
to the opening of a new depot 
of Ferodo Ltd., in Okehampton 
Street, Exeter. 

A 15} in. four-column editorial 
on the new depot gave details 


of the increased service that this | 


new depot will mean to the 
motor trade in Devon and Corn- 
wall, and photographs of the 
depot were used. 


Many contractors who worked | 


on the depot took advertisement 
space on the page and Ferodo 
had a 4 in. across eight columns 
advertisement at the base of the 


page. , 

Copies of the Exeter Echo 
were mailed to all Ferodo’s cus- 
tomers in the Devon and Corn- 
wall area on the day of pub- 
lication. 


WELLINGTON JOURNAL 
& 


SHREWSBURY NEWS 
ner sates 4Y 89Q weexty (asc) 


London Representative: 


DAVID L. CLACKSON, 80 FLEET STREET, E.C.4 (CENtral 2626) 
NS ee eee 


CANNOCK 


ADVERTISER 


Covers the whole of 


CANNOCK CHASE 


STAFFOROSHIRE 


POPULATION 
OVER 65,000 


HARE- PIE 
AND 


HAIR-DO’s 


Our County-woman's 
crowning glory is ‘way 
past the fringe-net era 
and she now wants her 
rinse and set, face 
creams and all the other 


‘aids’ too. 


Perms are a good market 
| in the 


LEICESTER 
ADVERTISER 


SHOP WINDOW 


of the County-folk 


quality screen printing 


(535 GREEN LANES-LONDON Wé 


phone MOUntview 4819 


mot _ 
oa 


Your message is carried 
home to the homes of 
people in Beds, Herts and 
Bucks when you use the 


HOME COUNTIES 
NEWSPAPERS GROUP 


TRADE 
s se0L = PLAT 
INCH RATE 


Rate Cards for individual 
papers on application 


A.B.C. Net Sales 
129,729 


Represented in London by 


WILL KITCHEN, Jr, LTD. 


13! Fleet Street, £.C.4 Central 1960 
Head Office: 


MANCHESTER STREET, LUTON 


Phone: Luton 5050 
Advertisement Manager; C. W. Gilder 
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How to attract 
the medical 


gentlemen 


“fPHE unknown pharmaceut- 

ical manufacturer.” That 
was the heading of an adver- 
tisement recently issued by the 
Distillers’ Company (Bio- 
chemicals) Ltd., calling atten- 
tion to “the little known but 
nevertheless essential work of 
one of those pharmaceutical 
manufacturers who, because 
pw | advertise to the medical 
and allied professions only, 
are technically described as 
“ethical.” 

Pharmaceutical research ad- 
vances so fast and ranges so wide 
that the medical practitioner, 
whether he is a specialist (“a 
man who knows more and more 
about less and jess”), or a G.P. 
(“a man who knows less and less 
about more and more”), would 
be hard put to keep up with it, 
were it not for the information 
supplied by the i 
manufacturers’ 
advertisements. 

It would, therefore, be as un- 
ethical to withhold this required 
information from those qualified 
to put it to the right use as it 
would be to broadcast it to all 
and sundry. 


Exacting standards 


To live up to the implications 
of the “ethical” label, however, 
announcements must be 
designed with a sympathetic 
understanding of the medical and 
scientific mind, and its exacting 
standard of ethics. As a private 
individual, a smoker of cigarettes 
or a buyer of petrol, the doctor 
may be as susceptible as any of 
his patients to the art of the 
advertiser. Yet, as a profes- 
sional man, he is not only 
suspicious of anything that he 
regards as an artifice, designed to 
attract his attention or enlist his 
sympathies—he is instinctively 
and automatically resistant to it. 
What he is looking for, or what 
he is willing to look at, is 
information, and information on 
which he can absolutely rely. 


Conceal the art 


To say that the advertising of 
ethical pharmaceuticals should 
not be artful does not mean that 
it should be deliberately artless, 
prepared without benefit of copy- 
writer, designer or typographer. 
On the contrary, it means that 
the art, both visual and verbal, 

t into it should be of the very 

ighest order, the art that con- 
ceals art. 

In matters of life and death— 
and that is what this advertising 
deals in—it is not enough that 
the statements and claims made, 
and even the tone of voice in 
which they are made, should be 
“believable,” 

They must be true, and they 


must manifestly be seen to be 
true. | 


MAKERS OF QUALITY 
SHOWCARDS, PLAQUES 
@& COUNTER DISPLAYS 


PLASTIC DISPLAY UNITS 


36-37 MAIDEN LANE, STRAND, W.C.2 


\ Phone: TEMple Bar 0397 


display 
lettering 


Cut-out rehet lettering 
ready gummed, various types from 3/16''-12"" 
Lon 


INDUSTRIAL ART LTD 
bilee Place, $.W.3. Tol. FLA 


ORDER DEPT. 3 All Saints Road, W.11 
Tel. PARK 9431 


S. MOORE & CO. 
SIGNWRITERS 
Specialists in typetace lettering. Wood 


ILLUMINATED 


MIRROR SIGN 


for POINT of SALE 
CRANE AUTOMATIC CO. LTD. 
Makers of Advertising Devices 
Weng Kong Works, Exhibition Grounds, 
Woembiey, Middlesex. Wembiey 7733/7734 


19 Cheimstord Road, WOODFORD, £.18 


BUCkhurst 0222 


FOR QUALITY 
SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


14 WENDEL. RD. LONDON W.I2 


SHOWCARDS POSTERS 
WINDOW BILLS +. CUT-OUTS ek 


LICENSED DAY+CLO PRINTERS 


SHOWCARDS - POSTERS 
CUT-OUTS - DISPLAYS | 


SILK 


4 SCREEN PRINTING 


Lorge or smal! quantities 
on any materia/ 


Olley & Rowley 
Limited 


% The Big Name 
in Screen Process 
Printing 


SHOWCARDS - POSTERS 
BOOK COVERS - CUTOUTS 
CATALOGUE COVERS 
MULTIPLE DISPLAYS 


Producers of the famous 
“OLRO” transfers 


Sereen Process wy (Technical 

Achievement The LS.P. & D.P. 

Award 1952-1953. let Award. 
Nerwood Buildings, Hatherley 


Read, Walthamstow, £E.17 
Telephone + LARkswoed 3701 


GO AHEAD 


with that Direct Mail 
Campaign to the Paper 
Making and Allied 
Trades: you'll find 
all the latest British 
and Foreign lists in 
the 1954 “ Paper 
Makers’ and Mer- 
chants’ Directory 
of All Nations,” 
just off the press. 35/- 
post free. (40/- Over- 
seas) from 


BUSINESS PUBLICATIONS LTD. 
180 Fleet Street, London, E.C.4 


SILK and 
SCREEN | 
PRINTERS 
SUPPLIES 
GEORGE HALL’S 
of course! 


GEORGE HALL (Sales) LTD. 
1M Wellington Road, South, 
Stockport. Tel. STO 3375 
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35, Goodge Street, London, W.1 

A Animated Disphys | 

ah mn : _ Gilk Sereen Material: 
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Gia ‘Chace 

t | | 40,000 HORTICATURAL. | $2, WOXTON $Q.,LONDON.M/. 

i | PHOTOGRAPHS CLE. 2354 

why OF ALL TYPES 4 

Bi" te a rare | e Sins i ode 

: REGINALD A. MALBY & CO. 2 ae stats Ao a 

2 ‘3 oo : a ; er —— rey. : oo — US ; Po aS ee boa “ , ‘ 
Cone ae eS ee oT ss = ~ .. ie es . 


A complete and bighly- 

specialised service covering 
all applications of Photo- 

graphic Processes and 
Techuiques to Presentation, 
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COLORGRAPH 


STUDIOS apa LTD. 


Color oinepnly aw to 
Advertising, Point of Sale, 
cards, , etc. 


* 


COLOR LIBRARY 
includes Studio and Location 
Glamour shots, both in 5 x 4 
transparencies and Color Prints 
which are suitable for addi- 
tional Art work or Layouts. 


Camberwell New Road | | ® BREAMS BUILDINGS 
S.E.5. £.c.4 
RODNEY s811]2 ousih'ee 
AC.KWARE service includes 
an extensive library of Colour (ag CONDON ART SERVICE 


and Monochrome pictures 


A.C.K.WARE (Act pease) LTD. 
28a Basinghall St.. London, E.C.2 
MET repetition 9496-7 


Photographic 


Prints 


Write or Phone | QUANTITY 


€ LILYWHITE LTD. 
Brighouse, Yorkshire. Phone: 1240 
73 BAKER STREET, LONDON, W.! 
Phone: WELbeck 0938-9 


Giant 


ENLARGEMENTS 


Consult 
BROOK fe 
316 UPPER STREET, LONDON, W.1. | 
Tel: CAN. I4/1 


PHOTOCRAPHIC LTO 


COMMERCIALL ADVERTISING 
eROTSS RAPHERS 


DESPATCHING 
SHOWCARDS? 


We pack and despatch 
Showcards — Displays, etc. 
Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 
speed. Write or phone 


E. CHRISTIAN & CO. LTD. 
63 St. Paul's Road, N.1 
CAN 2461 


ESTABLISHED 1642 


LETTERPRESS 

" CARTONS 
MNS, SON & WATTS LTD. 
es EPWORTH ST..LONDON, EC? 


mONarch 7408 (chree tienes) 
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Is an expansion of the photo 
cept at Irrclivictenal Artists, 


giving a peedy copy print 
service with quality, and an. 


imaynative a, to creative, 


sell ble ard subyect photoanaphy 
7 MADDOX &T, W.!. 


MAYFAIR 4316 


a. 
IDEAS & ARTWORK 


‘BUCK’ 


35, STONARD R® 
N.13. 


PALmens Gneen 8846 


VERY RARE! 

' photographic’ 
RETOUCHING 
a ‘natural’ retouching 
essential to good advertising 
Phone: CHAncery 3902 


SMH 


53 Doughty Street, W.C.1 


TWDOR ART AGENCY UTD 


representing 
FREE LANCE ARTISTS 


1 FURNIVAL STREET, LONDON, £.C.4 
WOLbern 684) CHAncery 3606 


@ Continued on page 356 
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Ad Man’s Bookshelf 


Stately 
homes 


described 


S usual the latest edition of 
The Connoisseur Year 
Book (2\s.) is a sumptuously 
printed piece of work both as to 
text and advertisements. This 
year’s edition presents an inside 
view of four of Britain's historic 
homes—Houghton Hall, Hagley 
Hall, Drumlanrig Castle and 
Powis Castle—with descriptions 
of their furnishings and art 
treasures, illustrated by detailed 
photographs. 

Other articles include such sub- 
jects as “The Story of English 
Coins,” “German Baroque,” and 
“Notable Art Books of 1952-3.” 


Guide to block 
processing 


Printing on Metal, by W. B, Hislop, 
ot Master Process 


This is a workshop 
manual which hes been iosual 
by the technical committee of 
the Federation of Master Process 
Engravers. It is, in fact, the 
third of a series of booklets 
which, when complete, will 
describe each stage of the making 
of letterpress process blocks. 


Service to students 


——- written eeeey Se 
the benefit of members 
Federation and their staffs, this 
publication should also be of 
service to the student of photo 
engraving who is not engaged at 
the It is written in non- 
scientific terms and endeavours 
to set out what are believed to 
be the best of modern metal 
printing techniques. 

The two one booklets pub- 
lished so far in the series are: 
“The wet collodion process for 
photo engraving” and “Camera 
work for process engravers, part 
I, line,” both at 2s. 6d. 


The basic facts about 
everything 


Daily Mail tow Book for 1934, wy 
Daily Mail, 1s. 

This eae ‘reference book to 
questions of the day will be of 
frequent use during the year. In 
the new 1954 ition are nine 
separate sections—current affairs, 
ecclesiastical, parliamentary, bio- 
graphical, commonwealth, sport and 
recreation, househol d and general, 
commercial Ss 8 fill 


¥ 7 from “Which is 
the high t building or the longest 
tunnel?” to “Where are the > 
areas Bailey and Finisterre?”, and 
“How much Income Tax does a 
£900-a-year man ~pay?”, are 


| answered, 
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COOK’S 
DISPLAY 
PRODUCTIONS 
LIMITED 


Exhibition Contractors 
Display Producers 
Sign Manufacturers 
Outdoor Publicity 

Contractors 
Designers 
Giant Photo Reproductions 
in Colour or Black and 
White 


124 LADBROKE GROVE, W.10 
Telephone: PARK 6652-3-4 


and at: 17 Rue Joseph-de- 
Maistre, Paris, 18e 


[EXHIBITION & GENERAL 
CONSTRUCTION] LTD 


Specialists in 
EXHIBITION STANDS 
WINDOW DISPLAYS 
INTERIOR FITTINGS 


PRESCOTT PLACE e MACAULAY 
LONDON + 5.WA,” 24 ~- 2415 


display 


T & G studios 


TEL; ARC 3794 


DESIGNERS - EXHIBITION 
AND DISPLAY PRODUCERS 
ARTISTS « MURAL PAINTERS 
253 SUSSEX WAY 
SEVEN SISTERS ROAD «- N.19 


7167-171 QUEENSWAY, W.2~> 


2291-2 ~- 


DISPLAD LTD. 


CASTLEFIELDS 


MANCHESTER 15 


BLACKFRIARS 0856 


Pioneers of Display 


DURAFORM 
PAPIER MACHE DISPLAY 
35-41 Rheidol Mews, N.!. 
CAN 1926 
WINDOW DISPLAY, EXHIBITION 
& ADVERTISING MODELS. 
Trade Designs jal Work Executed to 
order. Renovation Service. 


THE CABLE PRESS | 


PROVIDES 
® first-class printing 
service for production 
of 


CATALOGUES 
BROCHURES 
MOUSE JOURNALS 
SYSTEM FORMS 


The Cabie & Publishing 
@ DOUGHTY ST. W.C.1. HOL 77H 


| J. WATSON (London) & CO. LTD. 


Display Units in Plastic 
and Metal 


BASSEIN HOUSE + BASSEIN PARK ROAD 


LONDON, W.12 + Telephone: SHE 4363 


FOR A COMPLETE DISPLAY 
EXHIBITION & PHOTOGRAPHIC 
SERVICE CALL 


Replicards Ltd. 


ARC 1178-3469 


DESIGN 

DISPLAY 

EXHIBITION 

SILK-SCREEN 

PHOTOGRAPHY 
ALL THE ABOVE 


SERVICES ARE CARRIED 
OUT IN OUR OWN WORKS 


CLIENTS ARE INVITED TO INSPECT 
407-409 HORNSEY ROAD, N./9 


Advertising Novelties 


GOLD BLOCKING 


on PLASTIC, LEATHER, Etc. 
(PENS, PENCILS, DIARIES, WALLETS) 
PROMPT SERVICE 
TO THE TRADE 


AD-STAMPING LTD. 
148 SHOOTERS HILL RD., LONDON, S.E.3 
GREENWICH 3688 


LETTERPRESS 
PRINTING 


° 
Enquiries Invited 
S. J. BEDWELL & SONS 


(Printers) LTD. 


100-102 LEYTONSTONE ROAD, 
STRATFORD, LONDON, E.15 


Telephone: Maryland 5741-2 


Keen prices for all 
classes of Printing 
BUSHEY MEAD PRESS LTD. 


492 Kingston Road, Raynes Park, $.W.20 
Tel: LiBerty 3014 


SCOTLAND'S FINEST DESIGNING 
AND PHOTO-ENGRAVING SERVICE 


SCOTTISH STUDIOS 
AND ENGRAVERS LTD 


OVERIEN HOUSE 1% CLYDE ST GLASGOW 
CITY #5 “OUBRIEN GLASGOW ~ 


“Blocks & Dies =? 


BRASS BLOCKS & DIES 


Brass blocks for Foil blocking on 
card of plastics Bronze cutters 
for cut-outs. Cutter crush dies tor 
showcerds, etc. Steel dies for metal. 
NOoeBS & AYCKBOURN 
14 CLERKENWELL GREEN, E.C.1 
CE 6474 Est over 40 yearn 


| 
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Ad agents help 
with company 
histories 


WO company histories have 
recently been completed b 
Newman Neame Ltd. wit 
whom, in both cases, the adver- 
tising agents concerned worked 
closely. The field of respon- 
sibility for Newman Neame 
Ltd. included synopsis planning, 
research, writing, picture re- 
search, design and production. 
One of these histories was 
produced for S. H. Benson Ltd., 
and has been titled “The Story 
of Bovril.” The text by Richard 
Bennett and wood engravings by 
Robert Gibbings give a graphic 
picture of Bovril’s world-wide 
operations and of the everyday, 
as well as more adventurous and 
exciting, situations in which 
Bovril products have been used 
since John Lawson Johnston 
started the company in the 
1870s. 


Bovril in the blitz 


The final pages of this book 
are taken up with reproductions 
of Bovril posters which show 
how they have kept up with the 
changing techniques in presenta- 
tion. It is also pointed out that 
Bovril advertisements were re- 
produced in the American press 
during the blitz periods of the 
last war “to illustrate the in- 
domitable courage of the British 
people.” 


Six weeks deadline 


The second history concerns 
Burroughs Adding Machine Ltd., 
and was carried out for the 
J. Walter Thompson organisa- 
tion. The task before Newman 
Neame in this instance was to 
produce the finished text and de- 
sign within six weeks of accept- 
ance of their suggested synopsis 
and early copies of a first edition 
within 10 weeks—in time for the 
Queen’s visit to the Vale of 
Leven Industrial Estate where 
she opened the new Burroughs 
factory. A second edition, in- 
corporating text and illustrations 
describing this visit, has been 
produced. 


Adding machine origin 


Titled “Total To Date” and 
written by Bryan Morgan, this 
history describes the evolution of 
the adding machine—beginning 
in Babylon, nearly 5,000 years 
ago. 

Both these histories are bound 
in cloth boards and are jacketed. 


Guide to eating 


The Daily Telegraph book of Bon 
Viveur in London is a departure 
from the popular is. 3d. Bon 
Viveur series. This is a 12s. 6d. 
volume, containing 204 pages with 
24 full halftone plates, and 
numerous maps. It aims at being 
a guide to good eating for the 
regular diner-out and to London 
visitors during the holiday period. 


: ; Po 356 aoe 
— — 

sane 2 oo ° 

mm is % 

xy 

3B : ad » e@ 

ts 9 e 

| RS “or | graven 

7 % Phone | BAYewster x 

a 


With the appearance of a composite photograph the new folder is 
here seen opened out, 


How a new advertising 
folder was produced 


OMETHING of an 
achievement has _ been 
brought off by the H-F ad- 
vertising organisation. Their 
new folder describing the 
range of their work has all 
the appearance and feel of a 
folded composite photograph. 

How was it printed? 

The aim was to produce a 
folder having the appearance of 
photographic printing through- 
out. The limitations of photo- 
graphic printing paper, however, 
had to be overcome and the 
following was the method 
adopted. 


How it was done 


First, a photo-montage was 
prepared and the usual multi- 
reproduction photographic pro- 
cesses adopted. Next, the Rota- 
print method was used for 
printing solid yellows on the 
reverse side of the photographic 
paper. Then, because of shrink- 
age and fluctuating surface of 
the photographic paper under the 
pressure of the rollers, letter- 
press had to be used to produce 
the black on the outside of the 
folder. Next, the surface had to 
be laminated to produce the 


glossy photographic surface 
similar to that of the inside. 

The problems encountered on 
applying litho or letterpress 
printing processes to a oto- 
graphic paper were many but all 
were eventually overcome. 
Finally, scoring and folding had 
to be undertaken without break- 
ing the surface. 


Getting a kick 

Despite difficulties, the spoils 
on this job did not amount to 
more than 20 per cent. Was it 
all worth while? 

“Frankly, we do not know,” 
reported F. Hughes - Freeland, 
proprietor of H-F Advertising, to 
ADVERTISER'S WEEKLY, “but we 
who produced it admit to getting 
a considerable kick out of the 
ultimate success.” 

The firm planned, wrote and 
saw this job through from start 
to finish. The printers of the 
ee portion were 

oto-Way Ltd. The letterpress 
and Rotaprint printing were by 
Bradley Simpkins and the lami- 
nating was by the Celloglas pro- 
cess. “The cost was high,” 
concluded Mr. Hughes-Freeland, 
“but, we feel, justifiable.” 


ferraniacolor 
FILMS 


ADVERTISER'S WEEKLY 


Do you realise 
just how cheap 
Drip Mats are 
these days? 


—— 


dap bi 


What an economical form 
of Advertising they are! 


DRIP MATS with your message printed on them 
in attractive colours are a first class example of 
advertising at its best .. . in the right place 
at the right time! We are Britain's largest 
producers of Drip Mats and it may surprise 
you to know that we can supply Mats at less 
than £1 per thousand . . . what a vaiue for money 
advertising medium at four a penny! We 
produce Drip Mats in a variety of shapes and 
sizes, in all colours and any language. May 
we send you samples, full details and prices’ 


Have you had a copy of the 1954 edition of 
Tresises Compendium of Advertising Specialities 
which includes specimens of :— 

Woodpulp Drip Mats, Advertising Golf Tees, 
Cellulose Wadding Mats, Menus, Serviettes, 
Lipstick and Razor Towels, Ashtrays, Syphon 
Caps, Dart Flights, Whist and Bowls Score 
Cards, etc., etc. 


a 


F ERRANIACOLOR is the latest and most thril- 
ling colour process for professional and amateur 
photographers, yielding utiful transparencies in 
natural colours. Ferraniacolor can be easily proces- 
sed by the user and results can be seen a couple of 
hours after making the exposures—no longer is it 
necessary to wait several days, or weeks, whilst films 
are being processed by a centralised laboratory. 


Why not send for a free copy today? 


7 


TRESISES DRIP MAT CO. 


Proprietors: Tresises (Printers) Ltd., 


ferventanstor Gino ave oateRe eS Tm 2? eugeseess, 
in cassettes 11/4d. plus 3/l'd. P.T. (refills 6/104. plus 
3/- P.T.) of roll films @ 9/14. plus 3/2d. P.T. 

For free booklet: “How to Use Ferraniecolor Film’ send a 
postcord to Neville Brown & Co Ltd. 77 Newman St., W./ 


Bank Square, Burton-on-Trent, 
Telephone Burton 2276. 
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‘LET THE TABLE DO 
THE GROANING’ 


PUBLISHED by Hodder & 
Stoughton is a first novel by Denis 
B. Wylie, who is in charge of the 
‘ publicity de- 

partment 
the Yorkshire 
Post and 
Y orkshire 
Evening Post. 
I have not 


has that it is 
rippling with 
™ humour, It is 
" a study in 
heredity from 


though 

concerned with advertising, 
contains £ tribute -£ x oy 
cine marketing of pe-— 
from the mouth of x 
doctor. 

| understand also that it 
includes a reference to an imaginary 
poster for indigestion powders, 
showing a happy man tucking into 

a hearty meal, with the slogan “Let 
The Table Do The Groaning"’! 

Mr. Wylie is a member of the 
Publicity Club of Leeds and of the 
British Association of Industrial 
Editors. 


+o * . 


AMERICAN-BORN W. HL 
(Hank) Kelson, naturalised British 
advertising manager of Morlands 
of Glastonbury, has been promoted 
to Lt-Colonel and appointed 
C.O. of 312 HAA, Regt. 
R.A. (T.A.) of Bristol. At 34, Mr. 
Kelson is one of the youngest 


Territorial C.O.’s to be appointed 
since the war, 

Born in Cleveland, Ohio, in 1919, 
he came to England for education 
at Wycliffe College, Gloucestershire. 
An English Speaking Union 
Scholarship took him to Pomfret 
College in Connecticut. He returned 
to England in 1939. He spent the 
whole of the war with the gunners 
A En d and Europe, ending as 

in-command a field 1 
ment. In 1947 he rejoined the T 
as battery commander. 


Disconcerting! 


Miy COLLEAGUE, Wilton Evan, 
has braved one of merriest but 
most disconcerting of ordeals. He 
has survived his introduction to the 
First Friday Club in Manchester. 
This organisation is surely the most 
remarkable club of advertising men 
in Britain. Membership is limited 
in number and in category—I_ be- 
lieve there is a substantial waiting 
list——there are no subscriptions, and 
custom reigns superior to rules. 
Visitors are often put off their 
stride by leg-pulling. Imagine a 
gale of laughter sweeping the room 
when the newcomer makes some 

rfectly straightforward statement. 
‘i if he essays a mild joke. 
“That reminds me of a story. . .” 
and a stentorian chorus shouts 
“We've heard it.” 

Chairman Walter Hi (manag- 
ing director, Osborne-Peacock Ltd., 
Manchester office), warned the Club 
that a dangerous man was present, 


* ADVERTISING MANAGER’S CORNER J 


Once u—— a ti there was an AL 
M who dropped a fearful c__—.._ He blew 
most of his a.m. on a stunt that had already 
His M D 
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HARRIS ADVERTISING LawTeD. a ev STREET, LONDON, W.! 
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but was vouched for i — 
Hayes. | gather that r. 

escaped rather lightly and a, oat 
ribbed with full Friday “ferocity.” 


India’s ‘Uncle 
John’ 


EXPERIENCE of many countries 
and most types of advertising acti- 
vities makes no mean background 
a 5 amr 

Watney, whose appoint- 
aa as deputy sales manager of 
Leon Goodman displays was an- 
nounced last week, certainly 
ames He organised his first 

xhibition in Newcastle in !1939— 
a Youth Exhibition sponsored by 
the Newcastle Chronicle. 

During the war he toured the 
Middle East—in armoured cars— 
and wes appointed successively 
British liaison officer to the Polish 
Armoured Division and _ then 
mechanical instructor to the Bel- 
gian Army when they were re- 
organising after liberation. 

On return to civil life he spent 
four years in the exhibition and 
display business, switched to pub- 
lic relations, exploited famous film 
Stars and then went to India as 
advertising manager to the Bata 
Shoe Company Far East. Later 
he became general manager of the 
Advertising Corporation of India 
and was Secretary of the Indian 
Society of Advertisers. “But,” he 
says, “I think my most enjoyable 
) was being Uncle John on All- 
ndia Radio’s Children’s Hour.” 

Not bad going for a compara- 
tively young man! 


* * * 


Two anonymous members of the 
Newspaper and Advertisers’ Golfing 
Society (“NAGS”) have sent the 
following acknowledgement to 
* M. (“Mike”) Masius, this year's 

tain, of his zift of a_ tie-on 
golf-baz label to each member:— 


Two “Other Rank” NAGS 

Render thanks for their tags 

To the skipper—and offer warm 
greetings. 

And though they may fluff 

And spend weeks in the rough 

Their cards will be marked at all 
meetings. 


Many thanks once again 
For a wave of the brain 
Viz: a tag in its colours most 
striking. 
May* NAGS stronger grow 
And our scores all be } 
And no NAGS be 
Mike-ing! 
* Sius. 
* + 7 


UOTED in the latest issue of 
Goodyear News is the following 
advice given to his son by Arthur 
Kudner, an advertising man: 

“Never fear big, long words. Bi 
long words name little things. A 
big things have little names: such 
as life and death, ce and war, 
or dawn, day, ni t, ho love, 
wy" Learn to use little words 

big 4 It's hard to do, but 
ye say what you mean. When 
you don't know what you mean, 
use big words. That often fools 
little people.” 


ow 
guilty of 


THis fine phot 
British Camera Club's sliver chal- 
lenge cup for the best mini-camera 
picture of the year. Entitled 
“Mother and Son,” it was “er 
by 45-year-old Michael 
member of the Evening Standard 
advertisement department, and 
d for by his tlin-born wife, 
ormerly Baroness Anne von Grae- 
venitz, and their five-year-old son. 
Mr. Davis met his future wife = 
the day when the advance party of 
the British Army entered Vienna to 
take over from the Russians in 
1945. She had just been released 
from a Gestapo prison at Frankfurt 
where she had nm sent to serve 
14 months’ solitary confinement for 
belonging to an Allied prisoner 
escape organisation. 
Mr. Davis took up photography 
4 a hobby onl ik months ago. 
He has converte: the garage of his 
West End mews home into a studio. 


‘The Frog’ jumps 
for a good cause 


NTO THE news again comes 
A. R. Jefferson, an account execu- 
tive on the Benelux side of the 
activities of Wahl Asmussen & 2. 
Mr. Jefferson is < “* 
Edgar Wallace play Froe 
which will be performed bi A 
roup of young Mayfair 
une in aid of the Invalid dren's s 

Association. Some time ago 
he produced “Lord and Lady Fay -® 
for the same group, and st 
summer he stage-directed * ‘Out of 
the Whirlwind” which was per- 
formed in the Abbey. Mr. Jefferson, 
who is 32, has had rofessional 
experience as a stage ector and 
producer. 

A_ director of Wahl Asmussen is 
T. B. H. Otway, who was Mr. 
Jefferson's colonel in a parachute 
regiment during the war. They 
were parachuted into Normandy on 


y. 
Contact 


WEEK'S WISECRACK 


“~ 


“But, Sir Richard, tf it 
po for these detergent 
my wife couldn't 

afford the cost of living.” 
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YOU CAN’T COVER THE MIDLANDS WITHOUT THE DESPATCH 


Birminghams Popular Evening r 


Evening 4) espatr — 


Birmingham is the centre of the largest and richest market in 
the provinces. A market which needs the lively impact of 


the Evening Despatch to get your product ‘home.’ 
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CORPORATION STREET, BIRMINGHAM, 4. TEL: CENtral 846) 


WESTMINSTER PRESS 


ERNEST LUMSDON — London Advertisement Director. 
PROVINCIAL NEWSPAPERS LIMITED. 


BiAckfriers 3930 


11, ALBION PLACE, LEEDS, Tel. LEEDS 24990 Maenchester Office’ MIDLAND BANK HOUSE, 26, CROSS STREET, MANCHESTER, 2. Tel 
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Could we get on without him? 


We don’t go so 
far as to claim that 
Spicers Paper Consultant 
is indispensable. 
But we do say 
loudly and emphatically 
that it is an excellent habit to 
have him at any conference 
where paper is a major issue. 
And we know many firms that agree. 


Telephone: CENTRAL 4211 - 19 New Bridge St., London, EC4 


The BROOK PROJECTOR 


causes a stir 


A Brook Projector at the Radio Exhibition 


A brilliant, steady picture even 40 minutes of film with either 
in daylight — with high quality automatic repeating or push- 
sound reproduction ho/d attention. button control. It takes up a floor 


The Brook Projector shows up to _— space of only | square yard. 


Write or phone for details of hiring or purchasing the Brook Projector to : 


SOUND-SERVICES LIMITED 


(AN ASSOCIATE OF THE FILM PRODUCERS GUILD LTD.) 


269 KINGSTON ROAD * MERTON PARK © LONDON ~ 5.W.19 © TELEPHONE: LIBERTY 4291 
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a suggestion sale ¢ at a Pedal Club 
luncheon by H. L. Shephard, sales 


aaticoteile for information from 
Lia udno Publicity Association are 
heavier than in any previous year, 
due almost entirely, says the town’s 
publicity officer, to the success 
press advertising. 
* * x 


Considerable progress has been 
made with the organisation of the 
Irish Press and Advertising Benevo- 
lent Fund. A meeting of all persons 
concerned with newspapers and 
advertising has been convened for 
the Gresham Hotel, Dublin, on 
Saturday. 

* x * 

A description of the methods the 
Sunday Dispatch use to prepare 
Statements for newsagents—210 
postings in 45 minutes by one clerk 
—is being used as copy for adver- 
tisements for Burroughs’ record- 
keeping machines in the trade press. 


Panel Panel beater 


Appearing in the “What's my 
line?” programme on Sunday Mrs. 
Patricia Martyn, of Newfilms Ltd., 
beat the panel. She sells -D 
Stereoscopic ae We 

* 

Adolph Morath, ?- photoerapher, 
has produced a four-leaf brochure 
illustrating some of his mono- 
chrome and colour pictures of 
industrial scenes and people. 

* * oo 

Brighouse Corporation has ac- 
cepted an offer from White & 
Carter (Councils) Ltd. to provide 
litter bins carrying advertisements 
in the town. 

ES * * 

The Magnet Advertising Co. have 
offered Ramsgate Corporation £75 
a year for sole use of the safety 
curtain at the Granville Theatre for 
the display of advertisements. But 
the Corporation’s entertainments 
committee have asked the theatre 
manager to study the ans of 


the advertisements being handled 
direct by a municipal partment. 
Now they know 


Instead of printing the normal 
abstract of accounts covering more 
200 pages, Hertfordshire 
County Council are publishing an 
illustrated booklet explaining in 
plain language just what the rate- 
— receive for their rates. It 
ill sell at one . 
* * ok 
Lady Barnett will n this year's 
Shoe and Leather Fear at Olympia 
(October 4-8). 
ca * cK 
The B.P. Phrase Book for 
motorists going abroad is being 
issued again this year by the Anglo- 
Iranian Oil Co. It includes useful 
phrases, in nine languages, con- 
cerning motoring and maintenance. 
cd x tk 
Robb Holland, of the British 
Direct —_ Advertising Association 


council, rted by its chairman, 
Major c . Wattenbach, is to ad- 
dress the Laundry scussion 


Group’s quarterly meeting, at the 
pha Automobile Club, next Tues- 
day on “Direct Mail for the 
Laundry Industry.” 
arranged by the editor of Power 
Laundry. 


Giving readers 
publicity advice 


For National Hair and Beauty 
Week, March 15-20, Hairdressers’ 
Journal is publishing special issues. 
The first, dated February 13, tells 
hairdressers and beauticians where 
to obtain exhibition stands and dis- 
play material, outlines a press and 
direct mail campaign and gives 
details of public competitions and 
special services offered by hair- 
— and beauty firms for the 


Wee 
ok Es a 
The March issue of Vogue will 
be the largest ever published with 
a total of 252 pages including 180 
pages of advertisements. This tops 
the previous record issue, October, 
1951, by 26 pages. 
* x * 
Tit-Bits are using heavy publicity 
to announce the serialisation of the 


life story of the Italian film actress 
Silvana Mangana. Twelve thousand 
ters are ing used. Space is 


ing taken in national newspapers 
and in 300 provincial papers in 
addition to various trade and techni- 
oo) pactcaama Filmlets are also being 


us 
* oa ca 
March issue of Mechanical 
(Associated Iliffe Press) 
will contain full advance details 
the 4th Mechanical Handling Ex- 
hibition & Convention, which this 
journal is organising at Olympia 
from June 9-19. issue is 
designed especially for overseas 
buyers. 


Garden of stars 


The News Chronicle stage and 
radio garden party will take place 
in Blackpool on July 27. As on 
revious occasions some 350 cele- 
rities from the world of entertain- 
ment will be in charge of stalls, 
sideshows and novelty events. The 
garden party is in aid of the Variety 
Artistes’ Benevolent Fund and local 
Blackpool charities. 

* * * 

The March issue of Ballet To-day 
broke all records in advertising 
revenue for the nine years of the 
magazine's life. Redesigned and 
increased in page size and number 
by editor Peter Craig-Raymond, the 
magazine is now under t sales 
control of |. E. Herf and the adver- 
tisement manager is J. Stonebanks. 

ok * * 
sports car number of The 
neoten will be published on March 
3—a new addition to the list of 
special issues published by this 
urnal, Articles by expert contri- 
utors will cover practically every 
aspect sports cars and their 

qualities. 

* a * 

The Spring issue of The Times 
British “Colonies Review will be 
published on Tuesday, March 9, 
price 6d. 


a“ 

Canada Review | is publhing what what 
is claimed to be t ann 
four-page supplement produced 37 
the United Kingdom for 
Canadian International Trade Fair. 
It will be included in the April 30 
issue. A _ special distribution will 
bring the circulation during that 
week in excess of 31,000 copies and 
will include a selective list of 2,500 
American business men, every 
exhibitor, and i 
people in 6 countries. 


Publications News and Notes 


Weekly circulation of The Field 
for the +e July- December. | =, 
was 33,447, a rise of 
figure ‘for the or eens si Sake 


_ The Sleaford Gazette “celebrated 
its centenary with last week's issue. 
The first issue of the paper was free 
and for the first year it was pub- 
lished monthly. To celebrate its 
hundredth birthday a four-page re- 
production of the first issue was 
given . 
a oo 


_ Heavy — advertising in farm- 

ing papers will be used to announce 

- March issue of Farmer, 

which will be printed on better 

quality paper. 

“. Se of age 

Fey issue of Welding 

PF abetention marks the 

oat J hs of the publication. 

It contains messages of congratula- 


tion from leading figures in 
welding eee 
* 


A Stationery an Book Trades 
Fair, sponsored by the National 


sagent, Bookseller, Stationer, 

will be held in the New Horticul- 

tural Hall, Westminster, London, 

from February 28 to — 4, 1955. 
ak 


More than 1,000 sides agri- 
cultural engineers, farm machinery 
dealers and others attended the 
fourth National Power Farming 
Conference. An illustrated report 
will appear in ‘ March | issue of 
lliffe’s Farmer, whose ae 
D. N. McHardy, organised the con- 
ference. 
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JOHN BULL’ 
RATES UP 


(£990) and for full-colour, £1,500 
(£1,320). 


Furnishing World last week con- 
tained 214 pages, of which 1684 
were advertisements. Seven adver- 
tisement pages were in full colour, 
and 40 in ae colours. 

ok 


+ 

Top Gear, which is the official 
journal of the Scottish Sporting Car 
Club, is to award a rally champion- 
ship trophy to the driver achieving 
the best performance in a selection 
of Scottish rally events. 

+ a 


* 

David Ben-Gurion, Israel's first 
Prime Minister, is to write weekly 
in the Jewish Observer Middle 
East Review. This paper now has 
an ABC net sales certificate showing 
15,029 weekly. 


ok 

Publishing & Distributing Co., 
Lid., London, have now issued the 
second edition of their annual book- 
let, Overseas Newspapers and 
Periodicals. This gives, where 
te mechanical details, circu- 
ations, subscription rates and ad- 
vertising rates of the hundreds of 
journals listed. 


* IT’S NOT Au 


WILTSHIRE NEWS 


‘LUMMERZET’ ROUND SOMERSET 


Zome do look arter milkers ‘tis true, and 

zome do read the Zummerzet Gurdian in Midzomer Norton. 
But there are many big industrial firms and go-ahead light 
industries in Somerset and Wiltshire. In the lovely city of 
Bath, between the picturesque villages, and in and around 
such towns as Devizes, Trowbridge, and Chippenham all 
manner of things are made—from chocolate, to cranes, 
mattresses, machines, and corsets. All the week the busy 
West country folk till the land, tend machines, and follow 
countless different trades and occupations, but when the 
week-end comes they take a rest, and turn to their local 
papers to see how other folk are faring. Then it is that you 
can reach this compact section of the prosperous West 
country. The Wiltshire News, Somerset Guardian, and the 
Bath Weekly Chronicle and Herald are three distinct 
weeklies. The group rate is 12/6 per S.C.1. and the West 
can’t be covered without them. 


SOMERSET GUARDIAN 
BATH WEEKLY CHRONICLE AND HERALD 


Get full details from 
The Advertisement Manager, 134 Fleet Street, London E.C.4. Central 2767. 


Clovers 
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A special advertising campaign a 
Increased advertisement rates 
a po ct To nit i eae 
manager of Currys Lid., London, ams ° 
for ineseosian -—- — sales. Prom May the asi - : 
stead of £880. Colour spaces 
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Tobacco group 
account moves 


The Amal ted Tobacco Cor- 
poration Ltd. of prea have ap- 


fae Meggee, Sates, their batman 


Cigarettes marketed by this grou 
include Mills King Size, M aw 
Filtertips, Mills No. 1, Mills No. 2, 
Masters Medium Navy Cut “tad 
Allman Magnums. 

No definite plans for future ad- 
vertising have yet been made. 


Irish tourist drive 
publicity 


The “Come to Ireland” holiday 
campaign is being launched through- 
out Britain with a series of Irish 
Holidays Weeks in leading provin- 
cial cities, su by extensive 
advertising in national and pro- 


er - . press 
halt page in the Dail ly 3S 
emul ae campaign an ng 
followed with large supportin 
spaces in other national dailies an 
jundays, — paces weekly and 
zines, specialised interest rs an 
the travel press are also Going use 
Window displays have toon distr 
buted throughout the country. 
Special campaigns have been 
arranged in mom Man- 
chester, Liverpool and Glasgow. 
The scheme, issued by Fogra 
Failte, the national tourist publicity 
organisation for Ireland, is a com- 
1 -, =e - Railways, Ac Acr 
Line and 


(Ire finesse transport system) partici 
Deting. 
pare, by Napper, § 


Ww 
in association with Sun 
vertising Lid. of Dublin. 


ign is being 


Current Advertising 


English Electric 


Ltd., will handle prestige adver- 
tising for English Electric, Tech- 
nical Advertising Service the en- 
gineering account, and iw 
Nicholson and 
advertising tor Fae a ty 
ances and television receivers. 

Lovell and Rupert Curtis Ltd. 
will handle the advertising tor 
Marconi which covers Marconi’s 
Wireless Telegraph Co., Ltd., The 
Marconi International Marine 
Communication Co., Ltd., and 
Marconi Instruments Ltd. 

C. R. Casson Ltd. have been 
sqpemee for D. Napier and Son 

English Electric 

Group’s financial account will 
continue to be handled by St. 
te Advertising and Publish. 


> 


New Nine Elms motif 


A new motif is being introduced 
for Nine Elms paints—a house pro- 
ay => by a ring of nine elm trees. 

n intensive spring campaign is 
being launched by the agents, 
Greenlys Lid., using London even- 

rs, provincial dailies 

i newspapers in 

and trade 


YOUNG & RUBICAM LTD. 
a typographer with composing experience. 
Please write to Personnel Manager, 

285 Regent Street, London, W.! 


eB 


co, 
need 


sign new agents 


Emu for Erwin Wasey 


Baked bean ads in 
169 local papers 


Smedley’s are launching an exten- 
sive campaign at the end of the 
month for baked beans. Eleven- 
inch triple column spaces have been 
booked in 169 local newspapers. 

Full sized cans of beans will be 
offered as free samples in the Radio 
Luxembourg programme “Gift 
Box.” A wide range of point of 
sale material is being distributed 
including a new collapsible display 
unit, window stickers, Imets, 

y-Glo crowners and full colour 
showcards. 

Smediey’s have formed a new 
sales promotion division which will 
have for its chief function the 
organisation of store demonstra- 
tions. A twenty-minute sound and 
colour film has been produced. 

There will be a ioras trade press 
campaign in support ane full 
pages in the trade pres: 

feavy publicity for other Smedley 
roducts will follow. A campaign 
or frozen foods hes been —— 
for local re 

symbol, 7 os Snowman,” 
will be Fn Ses, & Gotch 
(Advertising) Ltd. are xy % agents. 
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. ae eo . 


a sausage. then al least 
have the goodness not to serve me 
with anything less than 


“ Smedleys 


ee ee 


The Smedley baked beans advertise- 


ment, 


Hard-hitting ads 
for face powder 


Goya will be using a “hard- 
hitting” campaign to launch a new 
face powder which, — L— “will 
revolutionise the powder market.” 
It will be known as Goya Beau 
Powder and whole pages in full 
colour in women’s magazines will 
be used for the introductory cam- 


paign. 

Theme of the copy will be that 
the new powder “soothes and 
glamorises” the skin and stays on 
much lon 
Varley are the agents. 


AT A GLANCE 
Accounts 


AMALGAMATED TOBACCO 
CORPORATION LTD. to 
Napper, Stinton, Woolley "Ltd. 


GROSVENOR PRODUCTS, using 
national and trade press for 
Andre nuts and nut sweets, and 
British Bitumen 


using architectural, trade an 
ey pm to Scientific Pub- 
t 


licity 

CAL-O-LAC calf starter, manufac- 
tured by Charles Spalton & Sons 
Ltd., using agricultural press and 
direct mre and Charles Spreckley 
& Co., shopfitters, to Tib- 
benham Publicity Ltd. 


NORMAN MARTIN skirts and 
John Craig Léd., blouse manufac- 
turers, to Conroy Wykes Adver- 
tising Ltd. 


H. DAVISON & oon LTD., 
it manufacturers, Se 
eacock Ltd. Liverpool). 


W. D. MORGAN & CO., watches, 

using mail order and display 
ces in national press, to 
Nardyce Palmer Ltd. 


LECO ACCESSORIES (CHERT- 
SEY) LTD., ‘makers of carrier 
seats for children on cars and 


payee, to D. H. Brocklesby 


PETROMAX RAPID paraffin lan- 
tern, made by E. A. Wood Lid., 
using trade press, to Reid Walker 
Advertising Ltd. 


WALLIES A co. ING EATON) 
LTD., makers Leisure kitchen 
furniture, to Gee Advertising Ltd. 
(from May 1). 


CATALIN geo gt RESENS 
LTD., trade 
colour film, t to E. Walter -, 


Brocklesby Ltd. 


ENGLISH ELECTRIC PRESTIGE 
ADVERTISING to the J. Walter 
Thompson Co., Ltd. 


ENGLISH ELECTRIC ENGIN- 
EERING ACCOUNT to Tech- 
nical Advertising Service. 

ENGLISH ELECTRIC DOMES- 
TIC APPLIANCES AND TV to 
Legget Nicholson & Partners Ltd. 


MARCONI to Lovell and Rupert 
Curtis Ltd. 


D. NAPIER & SONS LID. to 
C. R. Casson Lid. 


er - MODELS LTD. ‘vo using 

u in wenn ‘sc 

» ot Geo. J. Smith ne Ce, 
Ltd. 


EMU WOOLS LTD. to Erwin 
Wasey & Co., Ltd. 


Campaigns 


CATHEDRAL SHOES, made by 
Arnold Brothers (Northampton) 
—~: using trade ve to ter, 

onsumer press Walker 
Advertising Ltd.). 
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how 


good 
is your 
face? 


* Let’s have an Elizabethan 


tie-in’ said a patriotic tvpe who's been at CL through 
Five Reigns. ‘Something that plugs our creative ser- 
vices and gets 'em thinking about the standards of 
their own direct mail.’ So out came The Oxford and 
up we came with that famous saying attributed to the 
First Elizabeth: *‘A good foce is a letter of recom- 
mendation.”’ It says all we thought of saying about 
well-designed direct mail — except of course that we 
really do practise what we preach and are always 


keen to lift a few more faces for a few more clients. 


Gu 


CHADWICK-LATZ LIMITED 
Creators and Distributors of Direct Advertising 


Keep tabs on the number of pros- 
pects direct mail can help you 
reach by asking us to send you a 
copy of our latest FACTS & 
FIGURES. Ask us now. 


Alexander House * Shaftesbury Avenue « wea: Temple Bar 264: 
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ABC NET SALES 
July-December, 1953 


NOW 


229,984 


COPIES A MONTH 


* * * 


-STITCHCRAFT 


Increase of 1,668 


a month over previous six months 


Increase of 14,658 


a month over corresponding period in 1952 


No increase in rates 
still £204 a page and pro rata 


* * * 


Advertisement Manager, 8S. H. BOWDEN, Stitchcraft Limited, 
Great West Road, Brentford, Middlesex, Telephone EALing 6283 


STITCHCRAFT 


SALES ARE GOING UP 


—, 
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AT A GLANCE (Continued from page 362) 


SMEDLEY’S, using local news- 

papers, trade press and point of 

material for baked beans and 

other products (Gordon & Gotch 
Advertising Ltd.). 


GOYA BEAUTY POWDER, using 
full pages in colour in women’s 
magazines, and trade press (Col- 
man, Prentis & Varley Ltd.). 


ROBINSON’S READY-COOKED 
BABY FOODS, using women’s 
magazines, Daily irror and 
fee press (Everetts Advertising 
Ad,). 


GEORGE EWER & CO., LTD. 

pecenees of Grey-Green an 

Jrange coacii lines, spring cam- 

gn in k:ast Anglian and 

vomdon suburban papers (G. 
Street & Co., De 


J. STEPHENSON & CO. (LON- 
DON), LTD., makers of Silver 
Fleece steel wool, pilot national 
campaign, using Sunday news- 

rs and women's magazines 
(G, Street & Co., Ltd.), 


NINE ELMS PAINTS, psing 


London evenings provincia 
dailies and wee ies, papers in 
Northern Ireland, trade press 


fers, carriage roof cards an: 
ilmlet (Greenlys Ltd.), 


VITACUP, using half-pages and 
other spaces in Daily Express, 
Daily Herald - full- ~ Ty. in in the 


trade press (S, 
vertising Ltd.). 

HOLLY DRIED FRUITS, using 
national and trade press for heavy 
spring campaign (Lintas Ltd.). 


WALLIS & CO. (COSTUMIERS) 
LTD., using full colour half-pages 
in Woman's Own (Winter Thomas 
Co., Ltd.). 


LIBERTY SHOES, using women's 
magazines and trade press (Adams 
Bros. Shardley Ltd. 


(Leicester) ). 


SOUTH AFRICAN GRAPES, 
using national newspapers, a 
zines and trade press (Mather 
& Crowther Ltd.). 


BERLEL (U.K.) LTD., using 
national and provincial news- 
rev (London Press Exchange 
Ad,). 


HOLMAN BROS., LTD., makers 
of rock drills, air compressors 
and pneumatic tools, using 
colour pages in engineering and 
mining journals (Samson Clark 
& Co., Ltd.). 


DURA-GLIT polishes, using haif- 
pages in women § magazines 
(S. C. Peacock Ltd.). 


COME TO IRELAND  PUB- 
LICITY, using national dailies 
and Sundays, provincials, maga- 
zines and travel press (Napper, 
Stinton, Woolley Ltd. in con- 
pa with Sun Advertising 
td. (Dublin) ). 


GAUGE AND TOOL MAKERS’ 
ASSOCIATION EXHIBITION, 
a national and trade press 
and ponters on London Transport 
and tish Railway sites (Clifford 
Martin Ltd.). 


CRC 


want a 


top-flight designer 


You don't have to be an accomplished 
artist—though it might help. You do need 
to be a bold and original thinker with 
pencil, brush and camera—and you should 
know where to get the finished work you 


want. 


Tell us first please of your experience and 
what sort of salary you want. Don’t send 


specimens. 


C. R. Casson Limited, 
6, Aldford Street, W.1. 


@ Continued from page 323 
Challenge case 
appeal 


position to consider Mrs. Blyth’s 
contract with the tenants. 

He denied that all the adver- 
tisers on the peneting were 
entitled to receive a challenge 
notice. The Council could serve 
any of the persons concerned in 
the display, not necessarily all of 
them. 

All the Regulations required, 
he said, was that the notice 
should be 28 days. There was 
no stipulation that it should be 

days from the date of service. 

Lt.Col. F. Weare, chairman, 
said the magistrates had no 
option but to agree with the 
Lord Chief Justice in a judgment 
that no less than 28 days must 
elapse after the service of the 
notice before it became effective. 

Costs amounting to £21 16s. 
were allowed against the Council. 


Dispute over 
display stand 


Judgment, with costs, for Cook's 
Display Productions Ltd., _ of 
Frederick's Place, Old Jewry, E.C., 
was given in the Queen's Bench 
Division last Thursday, in an action 
brought against them by Parr 
Equipment Co., Ltd., of Avonmore 
Road, Kensington, W., following a 
dispute over a display stand used at 
the 1951 Motor Exhibition. 

Parr Equipment Co. had claimed 
£188 for damage to the stand, but 
Mr. Justice Devlin held that in the 
circumstances it now had only a 
nominal value which was less than 
the £5 for which the plaintiffs ad- 
mitted liability in respect of storage. 

The judge said that Cook's, who 
had constructed the stand for 
Parr’s, stored it after the 195! 
exhibition, and later began to make 
alterations to it in preparation for 
the 1952 show. ey acted pre- 
maturely, because Parr’s decide 
give the contract to another con- 
cern, and asked for the stand to be 
returned. When the stand was 
returned to Parr’s, it was damaged 
and parts were missing. 

It was obvious that if it had been 


returned intact the stand would 
have been worth less than the 
amount claimed because there 


would have been the cost of re- 
erecting. There was also bound to 
be some damage in dismantlin 
which would have to be made — | 

Other factors also had to be 
taken into account. The stand, as 
an article, had no market value, 
and unless plaintiffs intended using 
it in, it would have no value to 
any y. He was not satisfied that 
Parr’s intended to use it again. 

In the circumstances, Mr. Justice 
Devlin said, Parr’s could not re- 
cover more than a nominal sum, 
which would not exceed the £5 
which Cook's could have counter- 
claimed for storage. He reached 
his decision with some satisfaction 
because it would have been hard to 
penalise Cook's for acting over- 
zealously. 


The funeral took place last Thurs- 
day of G. F. Church, whose death 
at the oe of 66 pas reported last 
ne ce had been a director of 
toot, J. Keymer & Co., Ltd., since 


FEBRUARY 18, 1954 


Diploma examinations 


Registered students intending 
to sit for the diploma examina- 
tions of the Advertising Associa- 
tion in May next are reminded 
that all entry forms must be re- 
turned duly completed to reach 
the education secretary, the Ad- 
vertising Association, 1, Bell 
Yard, London, W.C.2, not later 
than Monday, March 1. 

Entries already received indi- 
cate that the number of students 
desiring to qualify for the 
diploma in no way dimi- 
nished and some provincial 
centres, notably Coventry, are 
likely to have a record entry. 

Included among _. overseas 
centres are Johannesburg and 
Delhi. 


‘Evening News’ 
Portsmouth 


In the Evening News, Ports- 
mouth, advertisement which appears 
on page 348 of this issue the para- 
graph reading “They have reader, 


etc.” should read “They have 
reader-confidence and cover wide 
residential, industrial and agri- 


cultural areas.” 


SILK SCREEN ARTS LP 


@7 SHIRLEY ROAD. CROTOOR 


aGOOrrscoOmet Ft4t-8 


SPEEDY SERVICE 
) EXPRESS 4 
Detivery ° 


4 CMETT GRADE 
CLEAN © SHARP 
CRAFTSMANSHIP 


the plumber 


is in the news 

and “The Plumber & Journal of 

Heating” is always in the news what- 

ever the weather—it is the foremost 

technical journal for reaching the 

trades for which it caters, with the 

finest selling record for manufac- 

turers’ products or services. 

Ask for details for your client’s next 

scheme from 

DALE REYNOLDS&CO.LTD., 

32 Finsbury Square, London, E.C.2 
MONarch 1541/2 


.+.a symbol of 


PLANNED 
PACKAGING 


WILLIAM W. CLELAND LTD. 
PRINTERS AND BOXMAKERS 
STAPLE HOUSE, CHANCERY LANE 


LONDON, W.C.2 HOLborn 252! 
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Weekly,” 180 Fleet Street, London, E.C.4. CHAncery 8844 (Ex. 


APPOINTMENTS VACANT 


365 


CLASSIFIED ADVERTISEMENTS 


OUTDOOR 
ADVERTISING 


Assistant with at least 3 or 4 years 
experience of Billposting Office 
work required for Outdoor Adver- 
tising Department of large London 
Advertising Agency. 

Essential qualifications-—evidence 
of accuracy and experience at de- 
tailed figures; good knowledge of 
London; good motor driverrecord. 
Write with particulars of experience to 

Box 6839 
Advertiser's Weekly 180 Fleet St EC4 


EXPERIENCED RETOUCHERS required 


for black and white and colour work. 
First class work with a great variety 
of subjects, 40-hour week, co i 


in the Mechanical Production 
Department of a growing West 
End Agency. Age preferably 23-25. 
Agency experience essential. if 
you want a progressive position 
and salary with a vigorous, expand- 
ing organisation this is the job 
you've been looking for. 
Write, telephone or call : 


INTAMLTD.,14 Half Moon St.,W.1 


Telephone GROsvenor 5526 


PRODUCTION. Experienced 
required in leading West End 


Agency, 
age not under 25, Apply, stating salary 
and giving details of experi 


working conditions, highest wages for 
top class men. Write full particulars. 
Box 6775 Ad. Weekly 180 Fleet St BC4 


ASSISTANT TO 
PUBLICITY MANAGER 


required by leading London electronics firm. 
Considerable scope for the man who knows 
what is wanted and gets it done. Con- 
sideration given only to applicants who 
have a th gh k ledge of ordering and 
supervising art, process and print. Agency 
know-how, copywriting ability and some 

ledge of of or radio are 
iia, Short applications, proving the 
above abilities and stating salary required, to: 


Ref. K.C. Box 3439 
15 Hill Street, London, W.1 


WINDOW DRESSING. Leading Tyre 


Manufacturer requires an ex 
travelling window dresser and display 
man with good personality, enthusiasm 
and initiative, aged 23 to 33. Salary 
and expenses, superannuation scheme. 
Apply 

Box 6736 Ad. Weekly 180 Pleet St BC4 


PRODUCTION 


MAN 
required 


Medium-sized West End Agency hes « 
vacancy (caused by promotion) for an 
able, agency-trained production assistant. 
Must be experienced with all mechanical 
production from the agency side, type setting 
and general copy detail routine. Five-day 
week, full holidays this year, and (so we 
understand) pleasant people to work with 
For the right man, who can display initiative 
and responsibility in his work, there is a 
first-class job waiting — and good prospects. 
Write, stating age, experience and salary 
expected, to: 


Box 6762 
Advertiser's Weekly 180 Fleet St EC4 


| 
| 
| 
| 
| 


ence, to. ‘ 
Box 6756 Ad. Weekly 180 Fleet St BC4 


JUNIOR ARTIST required London Ad- 


vertising Agency, preferably with once 
or two years’ experience lettering and 
general design. Write full particulars, 


age, salary, ctc., to 
Box 6727 Ad. Weekly 180 Pleet St BC4 


WRIGHT ARTS LTD. 
49 Old Bond Street, W.1. 


Require further layout artists. Must 
be used to first-class work. 
Apply to: 

STUDIO MANAGER FOR APPOINTMENT 


SECRETARY 


required by 
Advertisers. Mut have advertising ex- 
perience and willing to work in market 
town in Suffolk. This is a permanent 
progressive position to = ts ~ person. 
Write Box 458, wrt. , Brettenham 
House, Strand, C2. 


National 


STUDIO IRWIN 
have vacancy for 


TOP 
RETOUCHER 


A secure and lucrative position 

for the right man. Write or 

phone to Art Director for 
appointment. 


STUDIO IRWIN LIMITED 
Irwin House, Gough Square, E.C.4 
Telephone No. CITY 2171-3 


| AD 


for trade and general 
Salary £400-£500 p.a., 
and expenses. 


plus commission 


Box 6436 Ad. Weekly 180 Fleet St BCS 


REPRESENTATIVE 
publications. 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


’ 


ADVERTISEMENT 
MANAGER 


required by 


London Publisher 


for well-established monthly 
trade journal. 


Applicants should have an excellent space-selling 
record, a good general experience of trade press 
advertising, the personality and knowledge to 
lead and direct a staff of experienced and well- 
paid advertisement representatives, and should 
be earning considerably in excess of £1,000 


per annum. 
Age 35-45 years. 
Contributory pension scheme. 
Really excellent prospects. 


Write stating age, salary required, and give 
full particulars, 
experience (which will be treated in strictest 
confidence), to The Chairman: 


in chronological order, of 


BOX 6795 


Advertiser's Weekly 180 Fleet S* London EC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 
APPOINTMENTS VACANT 


ASSISTANT ADVERTISEMENT 
MANAGER 


required 
To obtain Industrial Advert- 
tne for well-known Old 
tablished Journal. 


Must have had experience in obtain- 
ing advertising from top executives 
and be in the age group 30/35 
years. Obvious prospects for the 
right man a commencing salary com- 
mensurate with calibre. Applications 
which will be soy as strictly con- 
fidential should be addressed to : 


Box 6733 
Advertisor's Weekly 180 Fleet St EC4 


CLASSIFIED ADVERTISEMENTS 


LONDON LETTERPRESS COLOUR 

PRINTER requires representative with 
connection among advertising agents 
and departments. Modern Plan and 
one service, Write in full confidence 


Box 6749 Ad, Weekly 180 Fleet St BCS 


GENERAL ARTIST 


London Studio requires a man who 
is an all-rounder, can use the air- 
brush or do a simple drawing and 
can do a good visual. 


Box 6696 
Advertiser's Weekly 180 Fleet St EC4 


and siso adept et producing quick 


salary, & secure position with superannuation 
py 4 Ee Fe working in the most congenial conditions. There 
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PEBRUARY 18, 1954 


APPOINTMENTS VACANT 


VISUALISER (25-35) 
required in the Publicity Department 
of a Scientific Instrument Manu- 
facturing Company situated in East 
London. Must have proven ability 
in technical publicity display and 
be able to work on own initiative 
from creation of idea to typo- 
graphical mark-up. Excellent pros- 
pects for the right man. = week. 
Write, without specimens stoting 
age, experience and a tequired to: 

Box 6834 
Advertiser's Weekly 180 Fleet St EC4 


FEMALE PRODUCTION ASSISTANT 


required by progressive mecium-sized 
Wen London agency, Knowledge of 
blocks, types, proof-reading and copy 
detail essential, Five- ~ week. Write, 
mating exper present salary, 
wo CFC, 8 Teurloe Place, S.W.7. 


YOUNG VISUALISER-ARTIST required 


in small, progressive West End agency. 
Must be good typographer and able to 
do layouts and some finished art, 
including some lettering, and have 
ambitions w become a qualified adver - 


Box 6803 Ad, Weekly 180 Fleet St BC4 


YOUNG GENERAL ARTIST required 


who has a flair for high-class technical 
publicity. Excellent opportunity for an 
artist with modern ideas who is a good 
letterer and able to do finished work. 
Will be expected tw carry out simple 
pDhoto- ~y-—~ ¥ occasionally, Figure 
work not Agreeable working 
conditions, “fours 9.30- 5.30, 5-day week. 
Write giving full details of previous 
experience, and salary required (please 
do not send specimens). 

Hox 6802 Ad. Weekly 180 Pleet St BO4 


At RCN there is another 
good opening for a 
Young Copywriter 
Experience on National 


Accounts essential 


Applications (no specimens at this stage, please) to 


The Managing Director 
Rumble, Crowther & Nicholas Ltd 


184 Strand WC2 


A SHORTHAND TYPIST is required for 


the Publicity Departmen of a large 

of agricultural engineers near 
Upminster, Essex. Five-day week. 
Bonus and pension scheme. Write, 
o— full details of experience and 


lary required to 
Box 6801 Ad. Weekly 180 Fleet St BCA 


MAN WITH CREATIVE ABILITY 


Ticket Writer. Preference 


NOTLEYS 
require a 
TYPOGRAPHER 


Please write or phone 
for appointment to 
Mr. J. E. Dibbs 


C. D. Notley Advertising Ltd. 
15 Hill Street, W.1. GRO 8911 


ARMSTRONG-WARDEN 
require 
A GOOD 
LETTERING ARTIST 


able also to do some illustration 
work. Write, giving fullest partic- 
ulars and salary required to : 
Secretary 
ARMSTRONG-WARDEN Ltd. 
69 New Oxford Street, W.C.1 


EXPERIENCED LAYOUT AND LET- 


TERING ARTIST required for trade 

publishing house. State age, experience 

and salary required. 

Box 6806 Ad. Weekly 180 Fleet St BC4 
AND LETTERING 


RETOUCHING 


ARTIST required by South London 
Commercial Art Studio, high standard 


of work, 
Box 6818 Ad. Weekly 180 Fleet St BC4 


TECHNICAL 
COPYWRITER 


An exceptional vacancy occurs in 
West End Agency, handling scientific 
and medical accounts, for man of 
initiative and personality (30-35) 
Experience of technical compiling, 
printing, processes and pharma- 
ceutical publicity essential. Con- 
genial post offering ample scope 
for personal progress. 


Fullest details in confidence to: 


Box 6838 
Advertiser's Weekly 180 Fleet St EC4 


; . Apply 
Box 6800 Ad. Weekly 180 Fleet St EC4 


SECRETARY for firm of advertising and 


display consultants, W.C. district. 
personality, capable of acting on own 

initiative. Perfect shorthand 

essential. Pleasant conditions. 

hours. Write fully 

Box 6807 Ad. Weekly 180 Fleet St BC4 


BURROUGHS WELLCOME 


& ©. 

have a vacancy in the Art Unit for a 
creative layout artist with sound up- 
to-date experience in typography and 
in the use of good artwork, handling 
press advertising, the production of 
booklets, brochures, etc. Pive-day 
week, pension scheme, and canteen. 
Applications, which will be treated in 
confidence, should give full particulars 
of age, experience and also an indica- 
tion of the salary requited.—Personne! 
©, Burroughs Welleome & Co., 
183-193 Buston Road, London, N.W.1. 


All-round 


COMMERCIAL ARTIST 


visuals and finished artwork in any 
medium. The successful applicant 
will be eligible to join the Com- 
pany’s pension and medical fund 
and will be granted overseas leave 
with full pay in the fifth year of 
service. Commencing salary will 
be according to experience, and 
free passage to Nairobi will be 
provided. interview will be 
arranged with our London office, 
but in first instance write by AIR 
MAIL, giving details of age, experi- 
ence, marital status, and specimens 
of artwork to: 
Manager, P.O. Box 2266, 
NAIROBI, KENYA COLONY 


"Phone your Classifieds to CHA 8844 (Ex 25) 
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| CLASSIFIED ADVERTISEMENTS 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


LETTERING AND RETOUCHING 

ARTIST required by Croydon Adver- 
tising Studio (London fa. Phone 
CROydon 2241, Ext. Il, 


requires a enc woman Copywriter malian wedes quaseiie, shen tee ens Goxigned A help fen 
COPYWRITER whoknows something about the keen, efficient and capable of Articles must be full of hard practical 
Cosmetic Industry. She must accepting responsibility. Com- fom weg Wee Re fw 


Preferably under 30 


Woman 
Copywriter 


We are looking for an experi- 


nd able to think creatively .. 


for group of Companies in South 
London area. Must be able to 
handle Year Book type of media 
through from preliminary to final 
Printing stage. Must have previous 
experience and a working know- 
ledge of the printing and block 


mencing salary £750 per annum. 


Provinces and Scotland, to contribute monthly 
of intermittently, long of short articles on 
improved shop design, construction and 
layout, lighting and fitting, refrigeration 
equipment, tiling, decoration, transport 
vehicles, long haul and local, improved 
sales service, local advertising and mail 
campeigns, success stories of enterprising 

all . 


Good pay Write, 


Experience of leaflet and sales produce y that is Box 6832 HEIGHW 
letter copywetiing. lo eiviouly Sietinguehed by the logic of Advertiser's Weekly 180 Fleet St EC4 ARTIS S. Sena.” AY 
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MALE ns (23/25) required tor 


vy Write End Agency require another experienced re 
lephone for appoinunent (TEM man to handle ical production Shorthand IT 
Fiona Kolck Lsd's Grape | nd copy demuich om aroup a “the lot” ypist 
portant accounts. 
Street, Avenue, W.C.2 A 4 deta ler 


69 New Oxford Street, W.C.1 


ae = 9 ay > DETAIL. West 


wo Manager. 
Box 6826 Ad. Weekly 180 Fleet St EC4 
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PENTAGON 
want 


in the way of additional artists 


PENTAGON DESIGN SERVICES LTD. 
36-38 Rupert Street, W.1. 


Secretary 


MANAGING DESCIOR 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


alo «© visualise when required 
Previous Agency caperience ecmential. 
Top salary offered and five-day week. 


Write fully to 
Box 6777 Ad. Weekly 180 Pleet & EO4 


SENIOR ARTIST APPOINTMENTS VACANT Required for production depart- 
ment in large West End Agency, 
RETOUCHER Ae Experienced 
required ADVERTISEMENT REPRESENTATIVE Production Man 
Vacancy in leading London required to work on Nationally advertised 
Studio but only first-class in Leilen on Ge Ob the gordening accounts. a 
man need apply. papers in he country. Expenene rr sellin Previous agency experience i 
1 in space is desirable although consideration will essential. . 
elephone be given to applicants with exceptional sales Write giving full particulars * 
appointment experience concerned with horticulture. including salary expected. q 
In the instance write and essential detail Box 6827 a 
pai S821 pape Fo pe be Lat am ’ Advertiser's Weekly 180 Fleet St EC4 te 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


TECHNICAL AND GENERAL 


ADVERTISING AGENCY LTD. 
Member of the London Press 
Exchange Group of Companies. 


VISUALISER 


T & G have a vacancy in their 
new studio for a good visualiser 
to work on a range of interest- 
ing accounts. The right man 
will have had at least 5 years 
Agency experience; will pre- 
fer being busy ; will be strong 
on figure drawing ; will have 
the ability to develop his own 
or the team’s ideas in the form 
of good pencil roughs; and 
will fit well into a particularly 
happy group. 


Hours are 9.15 a.m. to 5.15 p.m., 
five-day week, pensions 
scheme, etc. 

Write, stating age, experience 
and starting salary required, 


to: STUDIO MANAGER, 
T & G, 167 High Holborn, W.C.1 


LAYOUT ARTIST 


A junior layout man is also 
required to work on adapta- 
tions and mark-ups. Write to 
Studio Manager. 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


Fesruary 18, 1954 


APPOINTMENTS VACANT 


LAYOUT ARTIST 
TYPOGRAPHER 


We have not yet found the right man 
for our studio. He will concentrate 
mainly (but not entirely) on two 
well-known National accounts. The 
job entails responsibility from ideas 
to finished proof. Slick clients’ lay- 
outs and practical ability to handle 
type well. 


Profit Sharing and Pension Schemes 


S. C. PEACOCK LTD. 


Maddox House, 
215-221 Regent Street, W.1 


to 
Advertising Manager 
Required 


The successful candidate will be joining 
an dingly ' P 

and an interesting career can be prom- 
ised. Applications from those with 
agency experience will be given prefer- 
ential consideration, although those 
from advertising departments of com- 
mercial companies are invited. Age is 
not important either way, provided 
advertising experience and integrity 
can be shewn. The position is a respons- 
ible one and all candidates must have 


good shorthand speeds, be able to type 
and have a knowledge of block ordering, 
ee and interviewing representatives. 

ilingness to reside in the Ipswich area 
of Suffolk is essential. Please write to 


Box 6842 
Ad Weekly 180 Fleet St EC4 


CLIFFORD MARTIN 
LTD. 


require a 


Production Assistant 


experienced in handling all 
stages of mechanical detail, 
required to work on National 
and Technical Accounts. 
Apply in own handwriting 
for interview, giving details of 
age, experience and salary to 


Personnel Manager, 
Clifford Martin Limited 
Piccadilly House, 
Piccadilly Circus, 
London, S.W.1 


FIRST-CLASS RETOUCHER required. 


Excellent conditions. 


Permanency. 
Ring CiTy 801. 


CLASSIFIED ADVERTISEMENT TELE- 
PHON 


 CANVASSER, male or female, 
required by National Daily Newspaper 
for their Manchester office. Prospects 
will ultimately lead to display repre- 
sentation. Applications will be treated 
in confidence and should include age, 
experience and salary required. Write 
Box 6798 Ad. Weekly 180 Fleet St EC4 


SALES COPYWRITER/IDEAS MAN 
wanted for catalogues, leaflets, mailing 
pieces. Knowledge of -machinery or 
machine tools an advantage. Pull 
details to FP. J. Bdwards Led., 359 
Euston Road, N.W.1, EUS 4681. 


ADVERTISEMENT 
REPRESENTATIVE 


required to sell space throughou! Southern 
area on localised media, The successtul 
candidate must be energetic, of proved 
ability and in the £1,000 p.s. bracket. The 
appointment is progressive and is an ex- 
mene tunaiataie “ 


Fullest deiale. please to: — 
DISPLAY MAPS LTD. 
Sudley Road, Bognor Regis, Sussex 


ARTIST 
PARTNERS 


WOULD LIKE TO 
REPRESENT ANOTHER 
TOP RANKING 
SCRAPERBOARD 
ARTIST 
FIGURE AND STILL LIFE 
Telephone for appointment with 
Managing Director 
HYDe Park 9941 


PROCESS ENGRAVING. 


YOUNG MAN for Agency Studio, cap- 
able of quick ‘“‘skimps” and clear 
visuals to client standard, Able to do 
some finished art, adapts, if required. 
Salary range £450/£550. Send details to 
Rox 6788 Ad, Weekly 180 Fleet St BC4 


Female clerk 
required with some knowledge of in- 
voice charging. Write, stating age and 
experience to Craske Vaus & Crampton 
Lid., 83/4 Long Acre, W.C.2. 


PRODUCTION- 


COPY DETAIL 
Good opportunity in large 
advertising department for keen 
young man or woman with 
previous experience of advertise- 
ment production, block order- 
ing, etc. Write in first instance, 
in confidence, to Staff Manager, 

HARRODS LTD., 5.W.1 
stating age, details of experience 
and salary required. 


_ on, and has a Staff Pension at the 


HADDON’'S 


keen, young typographer who 
knows the answers to all the standard 
problems but is not content with 
the obvious one. The job is a good 
one now, gets better as it goes 
end of it. 
Wrice or ‘phone the Personnel Director, 
JOHN HADDON & CO. LTD. 


Tt Salisbury Square, E.C.4. CENtral 8156 


VOUCHER DEPARTMENT. 


Agency has vacancy for competent, ex- 


to take charge of 


Full details of age, ex- 
fence and salary required, to 
6843 Ad, Weekly 180 Fleet St BC4 


London 


} 
} 
| 
| 
i 


"Phone your Classifieds 


REPRESENTATIVE required immediately 


for London office of provincial daily 
newspaper. State details of age, ex- 
perience and salary required. 

Box 6835 Ad. Weekly 180 Fleet St EC4 


EXPERIENCED 


COPYWRITER/VISUALISER 


wanted by 
DEPARTMENT STORE IN SCOTLAND 


to specialise in clothes advertise- 
ments. Real interest and technical 
research are called for and to this 
end contacts with buyers, factories, 
etc., will be encouraged. Creative 
ability in producing rough ‘visuals’ 
is also desired. There is unlimited 
scope and sphere of influence for 
the right applicant. 


Box 6809 
Advertiser's Weekly 180 Fleet St EC4 


DIRECT MAIL 
& SALES PROMOTION 


Nationally known Manufacturing Company 
with Head Office in London requires well- 
educated man to handle large-scale Direct 
Mail schemes. Must have good knowledge 
of printing and all mechanical details of 
Direct Mail; some knowledge of electricity 
an advantage. Position is well-paid and 
offers good prospects. 
Write fully to »— 


Box 6796 
Advertiser's Weekly 180 Fleet St EC4 


TECHNICAL 


INFORMATION C©COM- 
PILER required for Drawing Office of 
leading Machine Tool Manufacturers 
located in the Birmingham area. Good 
all-round practical knowledge of 
machine tool construction and applica- 
tion is more essential than technical 
writing ability. Please state full 
details of career to date, positions held, 
age and salary required. 

Box 6811 Ad. Weekly 180 Fleet St EC4 


SENIOR SUB-EDITOR. A film trade 
paper has a vacancy for an experienced | 


senior sub-editor familiar with news 
and feature make-up. Capable of 
handling news and feature pages at 
speed and with minimum supervision. 
Knowledge of commercial film industry 
an advantage but not essential for the 
right man. The position carries res- 
ponsibility and would be unsuitable 
for anyone but a very knowledgcabic 


journalist, Applicants must be members | 


of the N.UJ 


Box 6796 Ad. Weekly 180 Fleet St BC4 


DESIGNER 


for Showcards and Cutouts 


required by old-established London 
firm. Modern style essential with 
some figure work. Capable of quick 
roughs and subsequent finished 
work. Preference given to man 
with experience in constructional 
displays in which we specialise. 


Write fully stating experience, salary, 
etc., to:— 


Box 6794 
Advertiser's Weekly 180 Fleet St EC4 


Typographer 
required 


for busy department of London 
Agency, must be able to prepare 
accurate type mark ups for type 
setters on press and print. Finished 
layouts not required. 


Write stating experience and salary 
required to: 


Box 6813 
Advertiser's Weekly 180 Fleet St EC4 


to CHA 8844 (Ex 25) 


MANAGER FOR MAIL ORDER / Direct 


Mail Dept. required by London manu- 
facturers (horticultural). Experience 
essential. Will be responsible for 
Crganisation and control of deparument. 
Position calls for knowledge, drive and 
ability. Send full details including age, 
salary asked, and previous experience. 
Box 6841 Ad. Weekly 180 Fleet St BC4 
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Fepruary 18, 1954 


APPOINTMENTS VACANT 


Assistant for Advertisement Department 


of Trade publications. Vacancy exists with 
Prospects for e young, keen and enth 


CLASSIFIED ADVERTISEMENTS 


PERSONAL. 


worker. Experience of office work, including 

copy chasing, proof routine, make-up, etc., 

essential. Write, giving age, experience and 
any special qualifications to: 


Box 6786 
Advertiser's Weekly 180 Fleet St EC4 


SPACE & SUBSCRIPTION 
SALESMEN 


Wanted for New Trade Publication 
First rate opportunity for men capable of 
earning £2,000 per year. Reply : 


Box 6821 
Advertiser's Weekly 180 Fleet St EC4 


APPOINTMENTS WANTED 


YOUNG ALL-ROUNDER 

J years agency experience, asst. production manager, 
Copywriter, asst. account executive; then 2) years 
assistant advertising manager of well-known nationa! 
advertiser a? knowledge of print, blocks, 

9 » ph hic training, writing 
ability, paby mai experience public schoo! edu- 
cation, reliable and enthusiast: seeks hard work 

in congenial atmosphere 

Box 6812 Ad Weekly 180 Fieet St EC4 


“HAND-PICKED” SECRETARIES, 


TYPISTS, Tclephonists and all other 
Office staff = Wigmore Agency, 67 
Wigmore St... W.1. HUNter 9951/2/3. 


SECRETARIAL is OFFICE STAFF. 
We introduce efficient candidates for 
all vacancies. Consult Embassy Bureau, 


Excel House, Whitcomb Street, 
W.C.2. WHltchall 5924. 
FRONT RANK ART DIRECTOR 


SEEKS CHANGE. 
Box 6763 Ad. Weekly 180 Fleet St BC4 


NATIONAL ADVERTISING 
FILMS/FILMLETS 
Distribution Expert, over 30 years’ ex- 
perience ; recently retired but very healthy 
and active ; now desires post with advertising 
agency. 


Box 6799 
Advertiser's Weekly 180 Fleet St EC4 


LIVE PUBLICITY MAN with 
ideas, seeks new post. 
Box 6831 Ad. Weekly 180 Pleet St BC4 


original 


LADY SPACE REPRESENTATIVE 
desires change. Excellent personality, 
keen, Good publication and eircula- 


tion Successful all levels 

Box 6830 Ad. Weckly 180 Pileet St BC4 
GENERAL ARTIST, ideas, experience 

and hard work w contribute in pro- 

gressive position First-class lettering. 

London or S.E. England 

Box 6829 Ad. Weekly 180 Fleet St BC4 


Front Rank Advertisement Representative 
(Cultured, late forties) 
seeks more responsible appointment offering 
prospects, salary-c £1,200 
Board level associations and good agency 
contacts. London and Provinces. Managerial 
experience. Display and Financial. Principals 
only 


Box 6817 Ad Weekly 180 Fleet St EC4 


YOUNG LADY, EXCELLENT SECRE- 
TARIAL EXPERIENCE, Newspaper 
and Public Relations spheres, secks 
interesting post 
Box 6815 Ad. Weekly 180 Pleet St EC4 

APPOINTMENT of three days per week 
required by designer MSIT.A. Wide 
experience in layout and 
poster design 
Box 6787 Ad. Weekly 180 Fleet St BC4 


advertising 


PUBLIC RELATIONS ASSISTANT.— 
Situation required High standard 
education Languages Three years 
advertising experience Exceptionally 
keen 


Box 6793 Ad. Weekly 180 Pleet St BC4 
CREATIVE DESIGNER, package, point 

of sale, posters, etc., 16 years’ experi- 

ence, requires post with reputable firm 

as Studio Manager, Art Buyer or 

Design Consultant. Apply 

Box 6785 Ad. Weekly 180 Fleet St BOS 


POULTRY, DOGS, 


HENDON SHOW 


JUNE 30th—JULY 3rd—1954 
LONDON'’S GREATEST SUMMER SHOW 


(Official attendance 1953—44,120) 


HORTICULTURE, AQUARIA, CAGE BIRDS, RABBITS, 
HORSE 
HEARTH AND HOME 
Exhibition Space-80,000 Sq. Ft. Under Canvas 
Enquiries invited for space: 


Show Organiser, Town Hall, Hendon, N.W.4 Tel.: HENdon 8282 


SHOW, INDUSTRY, 


APPOINTMENTS WANTED BBUSINESS OPPORTUNITIES 
| 


“CONDEMNED MAN” seeks “REPRIEVE” 
“too old” at 46, so they say, 

WHAT NONSENSE 
Keen, lively, adaptable space 
seeks with publishing house 
of repute, experienced in all aspects of trade 
journalism. Good appearance, can travel 
or reside anywhere. Old enough to be 
discreet, young enough to know better 

AVAILABLE NOW 

Good references 
Box 6808 

Advertiser's Weekly 180 Fleet St EC4 


Directors and Partners 


Manchester Advertising Agency, medium 

sized, is prepared to purchase or alternatively 

amalgamate for mutual interest with, similar 

sized agency g existing t 

and staff. All replies will be treated with 

strictest confidence and should in first instance 
be addressed to; 


Messrs. Barlow Parkin & Co. Solicitors, 
12 York Street, Manchester, 2. 


EXPERIENCED GENERAL ARTIST 
secks situation and chance to specialise 
in scraper board. 

Box 6789 Ad. Weckly 180 Fleet St BC4 

PRINTING WORKS MANAGER, with 
wide experience of all processes, desires 
post in Print Buying Department of 
Industrial Company in the London 


area. 

Box 6810 Ad. Weekly 180 Pleet St BC4 
EXHIBITION AND DISPLAY MAN. 

7 years’ expericnce in Stand Design, 

Construction, Animation and Lighting, 

secks post as Sales Liaison or similar 

position with display and exhibition 

contractors 

Box 6844 Ad, Weekly 180 Fleet St BC4 


SALES AND WANTS 


ELEGANT GLISTENING DANAURA 
modern venetian blinds give continued 
ventilation without draughts, Reduce 
winter fuel and lighting costs. Are 
casily kept clean. Light-weight, robust, 
non-corrosive, heatproof. Write Dept. 
8 Danaura Ltd., 12 Whitehall, S.W.1. 

MULTIGRAPH MODEL 1250 required. 
Good condition 
Box 6805 Ad. Weekly 180 Fleet St BC4 

FOR SALE-—Acrograph Tank with foot 
pump and brush. Luceda with lenses. 
All as new, £25. 12 East Walk, East 
Barnet ENT 6313 


MISCELLANEOUS 


DEBTS collected throughout Britain 
result—no fee. Brilegal (Estab. 
80 Leeds Road, Bradford 


ACCOMMODATION 


LANE, W.C.2. Ground 
Floor (2,260 sq. ft.) and light base- 
ment (3,160 sq. ft.) in New Butiding 
Central heating, etc. Direct entrance 
from 


. No 
1919), 


CHANCERY 


14 Hanover Square, W.1. 
MAYfair 0206 

SUITE OF 3 ROOMS now vacam. £300 
p.a. Previously used as studio. Phone 
CHA 5967. 

WANTED ACCOMMODATION OF 
3,000 sq. ft. for offices and warchouse, 


City or West End preferably. F. C. 
Sondhi & Co., Lid., 73 Bishopsgate, 
B.C.2. LONdon Wall 2277/5510 

| SHARE NORTH LIGHT STUDIO, of 
Kingsway, 30s. weekly, including phone. 
Box 6790 Ad. Weekly 180 Pleet St BC4 


DIRECTOR DISSATISFIED WITH 
MINORITY holding in small agency, 
desires contact someone in similar 


circumstances with view to equal part- 

nership 

Box 6819 Ad, Weekly 180 Fleet St BC4 
ADVERTISER is actively interested in 

comacting a small or medium size 

agency (with recognition) with a view 

to obtaining outrigm or controlling 

interest. Principals only are invited to 

write in complete confidence to 

Box 6845 Ad. Weekly 180 Fleet St BC4 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


by photo-lifho or letterpress (own 
photo-litho process plant). 
CARILLON PRESS LTD. 

Fine Colour Primers, Bournemouth, 


Street, 
Phone: CENtral 1740. 
A PUBLISHING HOUSE is prepared to 
offer £5,000/£10,000 for the outright 
purchase of, or controlling interest in, 
a financially sound and well-established 
Trade Journal. 
m 6325 Ad, Weekly 180 Pleet St BCS 
ESTABLISHED DISPLAY COMPANY 
has capacity for providing Advertising 
Axents and Display Consultants with 
first-class point-of-sale, showroom and 
exhibition units in all materials 
Box 6747 Ad, Weekly 180 Plee: St BC4 
MAIL ORDER CREDIT CLUB socks 
Advertising Agency or Executive to 
assist in recruiting and organising Club 
Agents, Please comprehensive 


details 
Box 6741 Ad. Weekly 180 Pleet St BO4 


TO A PUBLISHER 


Have you «# publication needing help or 
co-operation ? 


so, we may be interested. 
Write in confidence: 
Box 6731 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISER'S WEEKLY 


BUSINESS OPPORTUNITIES 


OLD ESTABLISHED well-equipped 
firm of Printers with solid reputation 
for good class work and prompt service, 
has capacity for emall monthly 
journals. Inquiries promptly at 
. Telephone: BIShopsgate 0881 or 

to Lynn & Co. (Printers) Lid., 
1 Princelet Street, London, 


le whe 


FREE LANCE SERVICES 


WEST END STUDIO in the position of 
moving premises, would consider renting 
accommodation in Advertising Agency 
premises. Services available in Studio; 
layout, lettering, design and figure for 
ae. brochures, catalogues and show- 


Sox "6833 Ad. Weekly 180 Pleet St BCS 


"Phone your Classifieds to CHA 8844 (Ex 25) 


Desk, space, telephone, offered to 
Ist Class Free Lance 


LETTERING ARTIST 


in £.C.4 District Commercial Art Studio. 
Good supply of work assured. 


Box 6840 
Advertiser's Weekly 180 Fleet St EC4 


SERVICE for the adver- 
tiser, Ideas, layout, artwork, blocks, 
print, for leaflets, brochures, adver- 
tisements, etc. 

Box 6683 Ad, Weekly 180 Pieet St BOS 


FREE LANCE ARTISTS specialising in 
first-class figure work and wanting to 
increase their turnover under efficient 
direction of well-known firm of London 
Artists’ Agents should write for an 
immediate appointment to 
Box 6765 Ad. Weekly 180 Fleet St BOS 


COMMERCIAL TELEVISION: Consul- 
ant with most contacts and answers 
able advise advertising agencies. 

Box 6726 Ad. Weekly 180 Pleet St BOs 


LAYOUT ARTIST (hx, Pig. + oe 
in folders and brochures, 
missions 


Box 6100 Ad, Weekly 180 Pleet St BOS 
COPYWRITING. Well-known writer on 


women's interests, experienced copy- 
writer, available for part-time or free- 
lance work. 


Box 6791 Ad. Weekly 180 Picet St BO4 


FREE-LANCE ADVERTISING REPRE- 
SENTATIVE with established contacts 
required in London or Birmingham, for 
good selling monthly magazine with 
family appeal, High figure carnings 
(commission) for right man who needs 
to be loyal as well as ambitious, 
Chosen representative will receive full 
co-operation of editorial and 
staff, Write in first instance for inter- 
view, giving details of experience to 
Rox 6804 Ad, Weekly 180 Pieet St BC4 


LAYOUT ARTIST specialising’ in bro- 
chures, letterheads, secks comm 
Box 6828 Ad, Weekly 180 Pieet St BCA 


RETOUCHER. Post-war 
Seeks work. 
Box 6814 Ad, Weekly 180 Pleet St BCA 


COURSES 


experience. 


AA and IIPA 


EXAMINATIONS 


INTERNATIONAL CORR ESPON- 
DENCE SCHOOLS offer comprehen- 
sive and uptodate Home study 
Courses and Tuition in preparation 
for the above cxaminations, These 
Courses have been prepared by es- 
pereuaed and successful advertising 


‘Your after year LCS, Students igure 
prominently in the lists of passes and 
with our help many advertising men 
and women have become Associates 
of the LI.P.A. of AA. Gdiplom 
holders. 

All our candidates are coached until 
successful without extra charge, 

We also give specialised training in 
COMMERCIAL ART, POSTER 
DESIGN, LETTERING and SION 
WRITING. 

Write to-day for tree book containing 
full information about our excellent 
instruction service. 
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, 4 STOP PRESS 


. | | 3 PUBLICITY CHIEF FOR 
Unloading Timber at ; | . ey MASSEY-HARRIS- 


the Surrey Docks 


(Photo by courtesy of P.L.A.) ' w : " 4 , : at Ls, FERGUSON 


Following reorganisation resulting 
from amalgamation of Massey- 
Harris and Ferguson interests, Noel 
Newsome will be responsible for 
Massey- yo py ublic re- 
lations aap roughout 
eastern oie r. Newsome 
joined H ‘erguson Lid. in 1948 
on his nation as director of 
public relations for the National 
Coal Board. 

A. B. Lees will be in charge of 
— research for Massey-Harris- 

Ferguson in eastern — re. He 
joined Harry Ferguson | in 1948. 


‘MID-WEEK REVEILLE’ 
SOLD OVER A MILLION 


First issue ot “Mid-week 
Reveille” was immediately sold out. 
Print order exceeded one million. 
Issue had 20 pages with heavy 
advertising content. 


NORWICH BUILDING 
SEI i IN (; SOCIETY'S NEW AGENTS 
Willsmore & tibbenham (Nor- 
wich) Ltd. appointed agents for 


Norwich Build ing ~~ 4-7 


F j . and provincial press, tra Ss); 
Pa on. . f Holmes (Wragby) Lid., w pro- 
? “Se ee Meet <, j ducts (farming and provincial 
i ees + RE press); and Godfrey Holmes (Ptas- 
s “— 2 ’ Jette wn tics) Ltd. (trade press). 


Incorporated Society of British 

; Advertisers’ ‘‘News-Sheet” states: 

x | Mol which ¥ Rede GC. Hewkt (Thos 

j j : be alow w <a 3. Hewi 4 

You will sell more if you 4 ae ' ff Hedley & Co., Ltd.), is chairman, 

dverti h | . lO KR . ee 

ries , > . ; niques m em 

advertise to the actua i bd to wage the exten ond vnature “ 

t 7 ¢ . television v e com- 

j . i itt , ces a = h 

Timber Users through ' , : : —_ — a ay gh = 

. P - : - i interests of potential television 
their only technical = a 1 advertisers.” 


j ' ‘ “The Star” is offering to 
journal - (’ | writers of letters from readers who 
— have received bargains through the 
' ve  F -_ paper's classified columns. This 
WOODWORKING ts | ae ~ week they are offering free car tax 
aan - a 4 . —- ae for a year © Pe a 
f ey al , write on w t car ug! 
INDUSTRY - ~ - ~ | through “The” Star's small ad 
$n Y columns was a antunal 
Hj Lionel de chairman of of 
W fing nny ‘ : y gt , hKemsley jo aw put has issued 
for RATE CARD ae ; “4 . statement donging reports that 
} Sunday “Empire News” may soon 
change hands. 


“WOODWORKING INDUSTRY” PUBLISHED MONTHLY BY = Ch. Goldrei Foucard & Son, Ltd., 
manufacturers of Goldex brand 


TRADE CHRONICLES LTD. '80, Fieet STREET, LONDON, EC’  @ bakers’ prepared Air have 
papers will be used 


Published by the Proprietors, BUSINESS PUBLICATIONS Lid., at their office at 180 Fleet Sureet, London, E.C.4. (Phone: Chancery 8844.) 
February 18, 1954. Printed in England by Keliher, Hudson & Kearns I 1d., 15-17 Hatfields, London, $.E.1. 
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